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It Isn’t Easy 
To Run a Chain 
Of Stores 


Take all the headaches you face with just 
one store and multiply them by six and 
you'll have a good idea of the problems 
Samson’s, Milwaukee, solved. see page 15 


Sell Air Conditioners 
And See the World 


Sell enough and take your choice. This 
year Fedders is offering the widest choice 
ever: glamorous Paris, Israel or Grand 
Bahama Island. see page 8 


He Rents TV for $3 
And Makes Money 


The rates are low but the return is good 
for Al Massaro of Colorado Springs, who 
keeps at least 250 television sets out of his 
bustling shop all of the time. see page 18 


Boom in Education: 


Whirlpool Classes Open 


The company thinks its dealers can learn 
pienty during the coast-to-coast sessions 
which will avoid “teaching” anything but 
see page 4 


will have long-term value. 


Putawayability ? 


That’s what Frigidaire has built into a 
dramatic new line of free-standing ranges 
which have the built-in look and oven doors 
which glide up out of the way. see page 8 


ALSO IN THIS ISSUE 


COLOR TV THIS WEEK 2 
REGIONAL ROUND-UP 2 
WORLD NEWS ROUND-UP 3 
A DISTRIBUTOR TALKS 12 
CARTOONS BY RODRIGUES 22 
NEW PRODUCTS 23, 24, 25 


INDUSTRY-BUSINESS TRENDS 29 
TAKING STOCK 30 


Published weekly by McGraw-Hill Publishing Co., 
871 N. Franklin, Chicago, Ill. Second-class postage 
paid at Chicago, Ill. Subscription price $2 a year. 
Copyright 1960 by McGraw-Hill Publishing Co., Inc. 
All rights reserved. 


SPRING IS HERE! 


Can Mower Sales 


Be Far Behind? 





NO, SAY MANUFACTURERS who believe a streak of fine 
weather will start sales rolling 


WE HOPE NOT, SAY DEALERS who are discouraged as 


season fails to show signs of developing 





Spring is here, the calendar says. But not 
for the power mower industry. They’re still 
waiting to hear the voice of the mower ring 
out through the land. 


Sales will follow the sun, runs the thinking. 
And so far there has been little sun and less 
sales. 

The late blooming spring has backed up 
sales as far as the engine manufacturer. Cus- 
tomarily running at full tilt at this time of 
year, the Clinton Engine Corp. and Briggs & 
Stratton Corp. simply are not cranking out 
engines at their usual rate. 

“Because of the lateness of the weather,” 
explained W. F. Wright, assistant sales man- 
ager for Clinton, “inventories from initial 
orders are unsold. And so we have had no 
repeat calls for engines.” 


“Normally at this time we are called upon 
to produce in much greater volume than our 
ability will allow.” 

And an exclusive EM Week survey of ap- 
pliance dealers across the nation produced a 





picture as drab as a brown lawn. On the 
whole, sales were poor and dealers notably 
lacking in enthusiasm. 

But no one was ready to toss in the sponge. 
That’s for sure, because anyway you cut it, 
grass is still big business. The Lawn Mower 
Institute figures over 40 million people spend 
close to $2 billion annually on 14 million 
acres of grass. 


When the weather finally catches up with 
the calendar the cash registers will start to 
ring, the industry believes, and mower men 
are frankly anticipating a good year. 

“I don’t find anybody who is very gloomy 
about anything,” said Harold Howe, of the 
Lawn Mower Institute. “This is not going to 
be a runaway boom year, but it will be a 
good year.” 


“Sales at retail have not started yet,” report- 
ed C. A. Shera of American Chain & Cable 
Company’s Pennsylvania lawn mower divi- 
sion last week. “Grass is starting to green in 

Continued on page 7 






EAST ... NEW YORK—Dealers in 
the heart of the metropolitan 
complex had a pungent word 
for business last week: “It 
stinks,” one of them snapped. 
“The whole business stinks. 
Maybe we'll get a little warm 
weather and things will start 
in air conditioners. But now, 
nothing.” 

The picture was the same in 
most neighborhood setups, 
where cold weather and cut- 
throat competition had forced 
prices on the few moving items 
to the bone. 

But some stores were doing 
business. Mostly those on the 
perimeter of the sprawling met- 
ropolitan complex. “A little of 
everything. A lot of small stuff. 
And vacs,’’ commented a store 
owner in Scarsdale. 

“It’s been sloppy. But we’re 
running ahead of last year. Two 
per cent ahead,” said a New 
Jersey man. (For him, 2% is a 
mighty slim gain over last 
year.) 

A couple of stores were mov- 
ing air conditioners, still harp- 
ing on the tax angle. But most 
were holding back. Waiting for 
the seasonal pitch. 

There just weren’t many ob- 
servable trends. Prevailing feel- 
ing: A half-and-half pessimism 
that led to comments like this 
one, from an uptown neighbor- 
hood man: “Sure, we’re moving 
things. Not much. But I listen to 
what the salesmen tell me about 
the lousy business everybody 
else is doing and I say: Not bad. 
We're not doing bad.” 


SOUTH . .. ATLANTA—With the 
industry’s cries of “boom year” 
still ringing in their ears, At- 
lanta dealers were closing their 


ELECTRICAL MERCHANDISING WEEK 


Retail business was good last week—if you were selling clothing— 
according to EM Week’s exclusive regional survey. 


books on a generally miserable 
first quarter. 

After the grimmest winter in 
years, the spring sun came out 
to smile on shoppers as they 
flocked downtown . . . to buy 
soft goods for a late Easter. As 
a result, most appliance dealers 
have already written April off. 
That leaves only eight months 
for the boom to squeeze itself 
into. 

Hopes were being pinned on 
air conditioning to get business 
airborne. A hot May would do 
the trick for sure, but chances 
of that are slim. Outside of de- 
partment stores, early season 
action in room units has been 
spotty, with only half-hearted 
response to excise tax ads. 

Into a corner of this lacklus- 
ter picture burst a big volume- 
price operation, a new unit in 
the Southeastern chain of Ross 
Building Supplies in Norcross, 
18 miles from Atlanta. Though 
this figures to take little from 
metropolitan dealers, they’re 
due for some lumps in July, 
when a second Ross store—this 
one in an Atlanta suburb—and 
a government employees’ 
closed-door card house will 
open. Net result should be a 
general stimulation of the en- 
tire Atlanta market. 


MID-CENTRAL . . . LOUISVILLE 
—Appliance dealers here were 
expecting Kentucky’s new 3% 
sales tax to give business a 
boom for the next two and a 
half months. The tax doesn’t 
take effect until July 1. But af- 
ter that date, most dealers ex- 
pect a temporary slump. 

Clifford Abraham, Clifford’s 
Appliances, figured it will last 
a month. Bob Brady, Brady 


Appliances, thought there would 
be a couple of slow months. 
Neither thought many custom- 
ers would cross the Ohio River 
to Indiana communities. 

Last month’s weather was 
the worst for March in Louis- 
ville history. But several deal- 
ers claimed sales held up sur- 
prisingly well. Brady said coior 
TV was beginning to sell, that 
he has sold move since Christ- 
mas than ever before. Ralph 
Foster, Foster Distributing Co., 
reported that the freezer busi- 
ness was tremendous and that 
all white goods sales were run- 
ning ahead of last year. Prices, 
Foster said, were holding up 
pretty well but profits were 
going down. Abraham agreed 
on the price situation. He said 
“deals” were being made only 
on obsolete models. 


SOUTHWEST... ALBUQUERQUE 
—Appliance sales showed spot- 
ty signs of slowing in April af- 
ter a strong upswing in March. 
In the pre-Easter season, peo- 
ple were buying clothes instead 
of appliances. Inventories gen- 
erally were heavy, partially as 
the result of heavy stocking in 
the pre-steel strike period, 
partly to meet selectivity of 
quality-conscious customers. 

Griffith’s Appliances showed 
a 12% gain the first three 
months this year, with laundry 
equipment and TV selling best 
now. The two stores recorded 
a 20% gain in March after slow 
sales in January-February, re- 
ported Mel Ross, Griffith’s man- 
ager. 

At Billco’s Appliances, re- 
frigerators and laundry equip- 
ment began moving in late 
March and early April after a 


slow start this year. “February 
was our slowest month despite 
our biggest advertising budget 
in history that month,” reported 
Bill Smith of Billco. At Fedway, 
appliance manager Lou Miera 
also found “advertising isn’t 
pulling just now.” But he re- 
ported sales ahead of 1959 with 
“stereo up to last week a hot 
item.” Sales in April have turned 
to warm weather items: Laun- 
dry equipment, evaporative 
coolers and portable TV’s. 

K. & B. sales were about the 
same as last year. Inventories 
were larger “to meet increased 
customer selectivity.” And 
“quality items” were selling 
best. 


NORTHWEST SEATTLE— 
April looked to be a normal 
month for most appliance-TV 
dealers here after a March that 
was decidedly abnormal. One 
retailer reported March volume 
30% below a year ago; another 
characterized the month as his 
worst March in six years; a 
third said he could go even far- 
ther back. 

Most men blamed the weather 
for reducing traffic, but not be- 
cause it has been bad. Just the 
opposite. Many home-owners 
were getting their yards in 
shape before they shopped for 
appliances. Ward Davison, Da- 
vison’s Appliance Center, point- 
ed out the good weather was 
jogging his customers into 
thinking about refrigerators, 
though. 

Stereo business is either very 
good or very bad. Clint West, 
Perry West Co., found it “lousy,” 
while Melody TV reported it 
the best moving item :on the 
floor. 





BUSINESS 
BRIEFS 


e From sign-on to sign-off, viewers 
of Omaha’s station KMTV got one 
of the most concentrated demon- 
strations of color TV ever broadcast: 
17 continuous hours. The station, 
an NBC outlet, teamed up with the 
local RCA Victor distributor, Sidles 
Co., for the project. 


@ Simple. Inexpensive. Compatible. 
That’s how General Electric claims 
its FM stereo radio system will turn 
out. All a consumer has to do to 
get with it is add a one-tube adapter 
to this FM tuner and stereo ampli- 
fier, according to G-E engineers. 
The General Electric setup is one of 
eight basic systems currently being 
examined by the FCC. 


e With a revolution stirring in the 
laboratory, the board of directors 
of the Magnetic Recording Industry 
Assn. has rushed to the front with 
a proposed pledge for stereo tape: 
“The producer and distributor of 
this fine stereophonic music will 
continue to honor your requirements 
for 7% ips on open reel for as long 
as a market exists.” 





Sunbeam’s Consignment Program: 
How’s It Going After a Year? 


brand-new news of the test pro- 
gram’s extension to five more West- 
ern states, and its continuance in 
the original three. 


The answer to dealers came in 
a speech by C. C. Mendler at a 
NARDA regional meeting held 


a few days ago in Indiana 


Mendler, Sunbeam vice president, 
first defined the program as it has 
been presented on the West Coast, 
where distributors become Sunbeam 
distributor agents and all sales are 
direct to the dealer. 

“I would like to be able to tell 
you that the program is going na- 
tional, that it was successful or 
that our experience has developed 
a new program. But I can’t say any 
of these.” 


Sunbeam’s analysis of the tabula- 
tion of the first year’s results came 
next. Mendler said they were “not 
so substantially ahead of the rest 
of the country” as to allow immedi- 
ate extension of the program nation- 
wide. 

However, Mendler was able to 
sweeten the pot with the not-so- 


The Sunbeam view of the test pro- 
grams remains a combination of the 
philosophical and the practical ac- 
cording to Mendler. First, Sunbeam 
is dedicated to doing whatever is 
within its “‘ethical-and legal power 
to support orderly marketing.” 
Then, Sunbeam people are resigned 
to their feeling that the industry 
has been deteriorating for a long 
time and that they must not expect 
too much too soon. 


The caution evidenced is quite prac- 
tical. It is obvious that Sunbeam is 
taking no chance that might lead to 
a nationwide marketing pratfall. 
The company is doing this even 
though, in Mendler’s words, “Re- 
cent court developments may dis- 
close the Sunbeam consignment 
program to be an invaluable dis- 
tribution vehicle.” 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.S.T. 
Except Sunday) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
6:30 A.M. (NBC) Continental 
Classroom (Tuesday-Friday) 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price !s Right 


THURSDAY 
9:30 P.M.(NBC) Tenn. Ernie Ford 


FRIDAY 
9:30 P.M. Masquerade Party 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY (E.D.T.) 
9 P.M. (NBC) Dinah Shore 
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Minnesota’s Fair 


Trade Law Bows 


To High State Court’s Decision 


Minnesota’s Supreme Court has 
declared the state’s 23-year-old fair 
trade law unconstitutional. Only 28 
states were left with working fair 
trade laws on their books after the 
decision. 

The court, in an unanimous opin- 
ion, called the law a “selective 
price-control act”? which arbitrarily 
gives manufacturers the right to 
fix prices even without written 
agreements with retailers. 


The legislature has no right, the 
court held, to pass a law which 
“creates a climate in which monop- 
olies may flourish rather than reg- 
ulating or controlling monopoly 
power.” 

Non-signing features of the law 
were the main targets of the court 
attack. The case involved Govern- 
ment Employees Mart, Inc., a high- 
volume, low-price retail store which 
sold guns and ammunition manufac- 
tured by the Remington Arms Co. 
below prices set by the arms maker. 
The company had agreements with 
two Minnesota retailers not to sell 
below the fair trade price, but none 
with GEM Inc. 


Few regrets were voiced by big 
stores in Minneapolis and St. Paul 
over the court’s decision. ‘To all 


intents and purposes the law didn’t 
exist,” one official said. “Everybody 
was always trying to get around 
it,” 

Gordon Watson, vice president of 
the St. Paul Appliance Dealers 
Assn. said he doesn’t feel the Su- 
preme Court ruling will have any 
effect on the appliance business. 
“There was almost nothing fair 
traded anyway,” he said. 

Ken Austin, president of the Min- 
nesota Council of Retail Trade 
Assn., said, however, that experi- 
ence has shown the prices of fair- 
traded items have remained the 
most stable in the economy. “The 
Minnesota Fair Trade Act has pro- 
tected the consumer,” he said. “This 
law has proved to be beneficial to 
the people of our state.” 

Thomas Hodgson, executive vice 
president of the Minnesota Retail 
Federation, said merchants natural- 
ly will adjust themselves to the 
law. “But the decision may hurt 
some merchants who do not have 
financial resources permitting them 
to fight competition by selling at 
almost no profit or at a loss,” he 
said. “From now on, small mer- 
chants will stock not only more high 
grade private lines but will con- 
tinue to sell brand names of qual- 
ity.” 





Half the Space Gone 
For New York Show... 


P . “Electra City, U.S.A.,” slated 
for the Coliseum, Sept. 10-18. 

Among the 100 appliance manu- 
facturers signed up so far are: Duct- 
less Hood, divisions of General 
Electric, Gibson, Ironrite, Norris- 
Thermador and Speed Queen. 

Also exhibiting at this first an- 
nual electrical living show will be 
Consolidated Edison Co., of New 
York, and the New York Telephone 
Co. 


All-out promotional backing for the 
show has been promised by the 
manufacturers and distributors who 
are participating. .And producer 
Harold R. Meyer figures the hoopla 


will draw a good crowd, over 20,- 
000 people a day. 


Slogan for the show is “Try Before 
You Buy.” And visitors will be able 
to do just that. There’ll be oppor- 
tunities for the public to push, pull, 
click, wash, iron, cook, freeze, de- 
frost, light and listen its way 
through the myriad of exhibits. 
What’s more, there’ll be a number 
of public service attractions. For in- 
stance, a planned clinic where con- 
sumers can have their questions an- 
swered; a lecture hall where they 
can hear symposiums, see motion 
pictures and listen to talks on “How 
Electrical Living Can Serve the 
Consumer”; a_ celebrity kitchen, 
which spotlights the cooking 
achievements of well-known peo- 
ple; and homemaking contests. 





s s’ Become 


Many who only came to look last 
January were back in the Atlanta 
Merchandise Mart to buy last week, 
with the opening of the three-day 
spring Markets. 

The spring show, shorter and 
traditionally lighter in attendance, 
has a habit of filling almost as many 
order pads as the flossier winter and 
summer Markets, when new-line 
time brings out the lookers. 

It was apparent, however, 
most of the 3,500 buyers 


that 
check- 


Hotpoint Will Give Dealers 


In its current Mother’s Day pro- 
motion, Hotpoint has joined hands 
with “Time” magazine to push dish- 
washers. 


Hotpoint’s end of the bargain: A 
contest for the best in-store or win- 
dow display with 100 dishwashers 
for prizes. The kind of display a 
dealer sets up is entirely up to him. 
But he’s expected to show one de- 
luxe dishwasher and one medium- 
priced unit. 


Atlanta Mart Buyers 


ing in at the Atlanta mart last week 
would ponder carefully before leap- 
ing at the 400-odd lines placed be- 
fore them by some 275 exhibitors. 
Dealers’ inventories in furniture, 
home furnishings and appliances 
have been’ reported somewhat 
heavier than normal after a gen- 
erally sluggish first quarter. 
Exhibitors were looking for a 
“reasonably good” sheaf of orders, 
as they rolled up their sleeves and 
prepared to push harder than usual. 


Dishwasher for Displays 


Bases for judging: Originality, 
dominance in store display, effec- 
tiveness in terms of sales, use of 
special display kit and supplemental 
advertising and merchandising sup- 
port. Contest deadline is May 31. 


“Time’s” end of the bargain: Two 
national ads, one last Monday and 
one May 2. And a special display 
kit, including banners, easel cards 
for counter display and Mother’s 
Day banners. 














‘Hellooo ... This Is Miss Phone Quiz’ 


SOME 1,000 SALESMEN will be getting calls from this lovely miss, beginning 
next week. The occasion: Kelvinator’s “big plus” promotion. Dealer salesmen will 
be asked to name the “big plus” feature on one of Kelvinator’s 10 appliances. 
A right answer brings $10. Dealers may win up to $250 in the consumer quiz 


running at the same time. 





Has G-E Gone Into Soft Goods? 


Surprisingly, the answer 
For this month, anyway. 

General Electric’s central air con- 
ditioning dealers are giving exclu- 
sive designer dresses to purchasers 
during April. 

Figuring that women are major 
buying influences and that they’re 
sure to answer the call of the fash- 
ion world, the company’s central 
air conditioning department set up 
its “Smart Set’ promotion to catch 
the early-season traffic. 


is yes. 


Bait for the promotion is a Matty 
Talmack dress, designed for air con- 
ditioned living by award-winning 


John Moore. It’s made of pure Bi- 
anchini black silk crepe, with simple 
lines. The offer expires April 30. 
And central air conditioning units 
bought during the promotion must 
be installed by May 15, before the 
buyer will qualify for one of the 
designer dresses. 

How weli will the push work? J. 
J. Heffernan, manager of advertis- 
ing and sales planning for G-E cen- 
tral air conditioners, was enthusi- 
astic: “It has been pre-tested with 
good results,” he said. “It promises 
to be a terrific lead-getter and 
order-closer for all dealers who ac- 
tively participate.” 



































































































































Service Takes the Spotlight at Waste King 


CUSTOMER SERVICE DIVISION SPECIALISTS, meeting for a two-week na- 
tional conference in Los Angeles and Chicago, hear Robert Clark, general service 


manager, explain Waste King Universal’s portable dishwasher-dryer, which will 


soon be in full-scale distribution across the country. 


BEFORE THE CLINIC the training staff is briefed on the operations of the par- 
ticipating dealers by C.C. Walther, president of Walther Brothers Co., and his two 
sales managers. The aim: A smooth-running, working conference session. 


Whirlpool-Victor Aims To Plug 


Profit Leaks in Dealers’ Stores 


Seated around the horseshoe 
table were the participants, 
following discussions carefully 


They were a representative mix 
of 15 Louisiana and Mississippi 
dealer-principals—a couple of big 
keys, two or three carload buyers, 
some sharp young comers, a few 
comfortable mama-poppa combina- 
tions... 

Behind them, listening in, the 
president of the distributorship 
hosting the training meeting, his 
sales managers and road men—all 
of them savvy in, the appliance 
business, yet all of them there to 
learn... 

Up front, the training team, each 
member a pro in his field of appli- 
ance specialization, but each learn- 
ing as he leads. 


Everyone learns at a RCA Whirl- 
pool-Victor retail profit manage- 
ment clinic like the one at the New 
Orleans headquarters of Walther 
Brothers Co., distributor of the two 
lines. This was one of 26 two-day 
clinics scheduled through July 6 
from coast-to-coast. 


Dealers learn the essential ins and 
outs of planning for a profit, figur- 
ing their break-even, interpreting 
financial statements, selecting and 
compensating personnel, running a 
service department and recondition- 
ing and reselling trades, training 
salesmen, promoting, display, even 
establishing a branch operation. 

Does Whirlpool know when the 
dealers learn the most? 

“Sure,” says J. F. Ogden, general 
manager of the corporation’s dealer 
development department, “when 
they’re not being ‘taught.’ Ram it 
down their throats, and they have 
trouble digesting it. But roll it into 
a little ball with a short introduc- 
tion, then toss it up for discussion 
and they’ll leap for it.” 


Distributor salesmen learn some- 
thing of nature in the retail. They 
hear problems they’ve heard before, 
but now from a dozen different and 
valid viewpoints, no punches pulled. 
They intercept the solutions and 
new ideas the dealers spiral back 
and forth, and carry them into the 
field. 


Every salesman pulled off the 


road to monitor a clinic learns a 
great deal about certain of his ac- 
counts (the Whirlpool format lets 
each wholesale man invite, with his 
sales manager’s approval, two or 
three of his own dealers to attend 
the clinic). 


The trainers learn, too, in spite of 
their broad experience: Ogden, an 
ex-factory distributing branch man- 
ager, sales development specialist in 
industry and appliance store man- 
ager; Tom Lounsbery, eight years 
in factory-level sales promotion, 
with plenty of prior hours logged 
in wholesale and retail appliance 
sales; Jim McGuire, 15 years a 
credit man and manager, with 
back-of-the-hand knowledge of 
sales cost and profit forecasting; and 
John Himes, a smooth professional 
moderator, adept at keeping the 
dealers on course. 


Whirlpool made a movie of a pilot 
profit management seminar staged 
in Detroit, and uses the 76-minute 
vehicle very effectively in segments 
to kick off the various clinic sub- 
jects. 

The other basic training aid is a 
270-page manual, written by Ogden. 
The manual guides training team 
and dealers through the clinics. 
Victor and Whirlpool hope dealers 
will take the book home for future 
reference. 


As a follow-up to the two-day 
dealer training sessions, Ogden’s 
office issues semi-monthly business 
management bulletins. These keep 
retailers updated in new manage- 
ment ideas, and amplify the neces- 
sarily sketchy coverage of the more 
complex clinic subjects. 

Bulletins travel from factory to 
distributor to dealer, a routing that 
helps underscore the key position 
of the distributor in the Whirlpool- 
Victor training picture. 


When the dealers leave, the dis- 
tributors become the stars of a third 
clinic day. The factory team turns 
its training guns on the distributor 
salesmen, showing them how to 
analyze a retailer’s operation to the 
extent of tightening his profit struc- 
ture, helping him set up a budget, 
measuring his market, setting sales 
goals and organizing his advertis- 
ing plans. 





ELECTRICAL MERCHANDISING WEEK 


WORLD APPLIANCE NEWS 


e@ West German radio and TV production was up 14.7% last year. 
And TV was the star of the show— in dollar volume. 


e Tokyo manufacturer has come up with a smaller-than-thou 
tape recorder that operates on dry batteries. 


e Japanese fair in Osaka shows the country’s manufacturers are 
zeroing their sights in on the American market. 


AMSTERDAM (McGraw-Hill World 
News)—A Dutch and a Swiss com- 
pany have joined forces to form a 
selling oragnization to market the 
Eidophor TV large-picture projector. 
Marketing company: Eidophor A.G. 
Parent companies: Philips, of Eind- 
hoven, and Gretag, of Zurich. 


BONN—German radio and TV set 
production increased by 14.7% last 
year, hitting 6.133 million units. 
And production value increased 
10.8% to $384.5 million, according 
to figures from the German Radio 
and TV Industry Assn. Breaking 
down the totals: TV set production 
went up 21.5% and radio, 11.5%. 
TV sets accounted for only 30.9% 
of the industry’s total output, but 
TV dollar value accounted for 59% 
of the total. 


BONN—The technical and human 
capabilities of the Grundig-Radio- 
werke GmbH., Fuerth, are being 
exploited to the hilt, according to 
company spokesmen. To meet de- 
mand, Grundig has started pre-as- 
sembling part units in temporary 
production halls. For some of its 
products, Grundig is completely 
sold out. 


HANOVER—Stereo is expected to 
be one of the big crowd pullers at 
the 1960 German Industries Fair, 
opening here next week and run- 
ning through May 3. On display: 
Extra-powerful overseas radio re- 
ceivers with equipment designed to 
pick up stereo sounds; stereo record 
players with pickups suitable for the 
tropics. 


LONDON—Britishers are buying 
on time like mad—still. ““Hire-pur- 
chase” business in the motor vehicle 
trades hit a new all-time peak in 
March. And installment buying in 
domestic appliances, radio and other 
electrical goods was high. Total debt 
at the end of February: 18% over 
that of a year ago. 


LONDON—Total sales of Britain’s 


powerful electrical manufacturing 
group, Associated Electrical Indus- 
tries Ltd., rose last year by 14.5% 
to $582.4 million. Orders received 
during the year also rose, by $39.2 
million, to $509.6 million. 


TOKYO—Denki Onkyo Co. claims 
to have produced the smallest tape 
recorder in the world. Sold under 
the trade name ‘“Docorder,” it has 
already hit the domestic Japanese 
market. Overall dimensions: 2 
inches high, 3% inches wide and 
7% inches long. Weight: 2.5 Ib. 
Tape runs 3.25 and 6.5 inches per 
minute, using 8-inch reels. It re- 
cords for 32 or 16 minutes, using 
double-track tape. The Docorder 
operates on dry batteries. 


OSAKA—The vast variety of elec- 
tronic products on display at the 
annual Japanese industrial fair here 
range from transistor radios to 
instruments and communications 
equipment. Many of the items ob- 
viously were designed for the 
American market. Tape recorders, 
for instance. Sony was showing its 
new four-track stereo job, which 
also can record monaural and two- 
track. Selling price: Around 60,000 
yen on the Japanese market and 
about $140 in the U.S. 

Standard Radio Co., a Tokyo 
company represented by Dumont 
Emerson in the U.S., was showing 
a new miniature transistorized ra- 
dio-phonograph, which it claims is 
the smallest in the world. The tiny 
unit has seven transistors, plays 45 
rpm discs and will sell for $36 fob 
Yokohama. 


ZURICH—Metz Apparatefabrik, 
Fuerth-Bay, has come up with two 
fully transistorized portable battery 
radio-phonographs. The ‘Metz- 
Babyphons” come in two-color plas- 
tic casings, covered with plastic 
leather covers. Dimensions: 914x914 
x4% inches. Weight: 6% lb. One- 
and-one-half-volt miniature bat- 
tery cells power both the radio and 
the record player. 


Britons: ‘There’s No Place 
Like an All-American Home’ 


When the British press got an 
eyeful of an American ranch- 


style house on display in 
London, it went wild 


Favorite feature—of both the 
press and the public—was the ap- 
pliance-equipped kitchen, with an 
island cooking center, wall oven, 
built-in barbecue and cupboards. 

“Let Us Have Extravagant Ap- 
pliances in Our Home,” shouted a 
six-column headline in a Leicester 
newspaper. 

“Beautifully designed and fur- 
nished,” cooed a Norwich daily. 

And the “Guardian” commented 
on the “superiority of the American 
house over all those shown by Brit- 


ish contractors in two respects— 
the ingenious layout which wastes 
next to no space, and the amount 
of deep built-in cupboards.” 

But there was one dissenter. “The 
All-American house and the Cana- 
da trend house are those which 
will probably attract most interest 
though frankly, I cannot understand 
why,” remarked Bridget Rhodes in 
a south Wales newspaper. 


Object of all this publicity was a 
six-room “All-American” house, 
recently displayed along with seven 
other houses in London. Sponsors of 
the house were the National Assn. of 
Home Builders, the National Design 
Center and the National Housing 
Center. 
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ALWAYS THE EASIEST...NOW THE MOST REWARDING SALE ON THE RETA/L FLOOR! 


NORGE SALES CORP., division of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. In Canada: Moffats, Ltd., Weston, Ontario. Export Sales: Borg-Warner International, Chicago 3, lilinois. 
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LETTER to the 


From Down Under 


EDITOR, EM WEEK: 

May I take this opportunity of 
telling you how much I enjoy the 
weekly to us Down Under? It points 
the way to future development in 
our industry. It would seem the 
U.S.A. leads by about five years in 
most things, but your problems with 
service and discounting are with us 
all the time. 

Mort Farr’s articles are always 
read with interest. Now there’s a 
man who knows his retailing. 

Television is about to be intro- 
duced in N. Z. on a limited scale, 
but it is a most frustrating business. 
The Government has announced the 
station will be state controlled and 


EDITOR 

14 manufacturers of radio will have 
to share 16,000 tubes, for a year’s 
import allocation. Prices are all out 
of proportion too: £216 for 21-inch, 
90-degree sets, and £150 for 17- 
inch, 90-degree. One manufacturer, 
however, who has U.S.A. connec- 
tions, has promised a 21-inch, 110- 
degree set for approximately £150. 

Thank you for the splendid arti- 
cles on retailing. I have modified 
a few ideas and tried them here 
and have won quite a reputation as 
a live wire. 

It may be of interest to you also 
to know that the chain stores have 
dominated the retail field here for 
years, and to offset this, independ- 
ents have formed their own buying 
group. Two years ago we started 


ELECTRICAL 


with six dealers, today we have 70 

throughout the Auckland Province, 

our own warehouse and staff. 
STAN PEMBERTON 
PEMBERTON’S HOME 
APPLIANCE CENTRE 
HOWICK, NEW ZEALAND 








Correction 

Because of typographical errors, 
the names of Wayne Holben of Hess 
Brothers, Allentown, Pa., and C. A. 
Shera, sales manager of Acco Power 
Products were misspelled in EM 
Week, April 11. The article con- 
cerned the award of the Hess Broth- 
ers’ Versatility in Design and Use 
prize to Acco for its outboard motor 
which converts into a power lawn 
mower. The award received by Acco 
was the grand prize in the general 
products category of the contest. 





NOW—SELL QUALITY... 
MORE DISPOSER PROFITS | 


WITH NATIONAL DISPOSER'S NEW 


POWER SERIES MODEL 744-P 


¢ New Triple Sound Barrier Acusti-Shel! for whisper 


quiet operation! 
¢ New Styling—fresh, clean, modern! 


< cae e eS \ 


= Housekeeping | 3 


Sor as ADVERTISED wise 


¢ New Power—¥2 H.P. Capacitor motor for more efficient 


performance than ever! 


e Power Surge Reversing—the most effective means of 


clearing a jam! 
¢ New Lok-Top Cover Control 


—one-piece cover rotates 


to “grind” (safer—unit operates only with cover locked 


in “grind”), to “seal” 


(new positive cam-locking action 


for leak-proof seal), and “drain” for open drain sink use! 


New, new “Lazy Susan” 
e The handiest 


“extra” ever devised—holds bottles, 


brushes, cleaning materials, sponges, etc. Keeps 
under-sink area clean and clutter-free! 


Other National Models 


¢ New Supreme Model—twin of the Citation in a con- 


tinuous feed model! 
¢ New Custom—Cover control model. 


¢ NewSuper—Power Surge Reverse continuous feed model. 


¢ New Sprite—continuous feed model. 


THERE’S A NEW NATIONAL FOOD WASTE 
DISPOSER FOR EVERY HOME, EVERY KITCHEN 


NATIONAL ( }ustant? HOT WATER DISPENSER 


Let’s you “toss away the teakettle”. . 


. Pressure-free hot 


water (190°-200°F.) at a touch—so handy for preparing 
nstant foods and for all the little chores that require 


“hotter-than-tap” water. 


ANOTHER PROFIT BUILDER FROM NATIONAL 


For detailed information about 
the NEW National Disposers 
and Instant-Hot write 


DEPT. 563 


NATION 
DISPOSE 


AL | Que HOT 


PRODUCTS OF PLUMBING EQUIPMENT DIVISION - NATIONAL RUBBER MACHINERY CO. 


* 920 LAFAYETTE RD. + MEDINA. OHIO 
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Spring Is Here! Mower Sales Far Behind? 


the Midwest. Everyone is waiting 
for two or three days of 60 to 70 
degree weather to get retail sales 
started. And when they do, they’ll 
be good.” 


“We’re looking for a fine year,” re- 
ported O. R. Lawson, sales man- 
ager of the Jacobsen Manufacturing 
Co. “‘There’s already fine movement 
in southern areas. But grass is not 
growing in enough places yet.” 

Summed up John Norton, general 
manager of sales and advertising 
for the Toro Manufacturing Co.: 
“The real good part is ahead.” 

But even the silver lining had a 
few clouds. 


The late development of the season 
has forced some manufacturers of 
promotionally priced mowers to 
dump. And so even before the mar- 
ket has opened up there’s distress 
merchandise available. 

Prices seem to be holding firm. 
And no one anticipated battling 
anything lower than last year’s 
prices. 


“Competition won’t be any worse 
than last year’s,” said John Litch- 
field, general sales manager of Lawn 
Boy. 

Reported Morris Lober, presi- 
dent of M. Lober and Associates: 
“Stores are taking their full 30 and 
35% markup and “not cutting 
prices.” 

There are those in the industry 
who would like to believe the pro- 
motionally priced mower is on its 
way out. Some manufacturers insist 
the swing is to quality and that the 
market is working in their favor. 


Several factors are involved here: 
Replacement market, rapidly grow- 
ing importance of trade-in, margin. 

“Sales these days are based 55 
and 60% on replacements,” esti- 
mated Lawn Boy’s Litchfield. 

And part and parcel of this re- 
placement market are trade-ins. 
And to make trade-ins really work, 
some manufacturers maintain, deal- 
ers need the margin only a quality 
machine can provide. 


Even department stores are taking 
trades these days. Joske’s, largest 
in Texas, has been for three years. 
Carson, Pirie, Scott & Co. of Chi- 
cago is considering it. 

“Many dealers are stocking bet- 
ter mowers in anticipation of trade- 
ins,’ reported William Haverty, dis- 
trict manager for Moto Mower. 

In the Southwest, Haverty has 
found dealers need $12 to $17 trade- 
in allowance to do the job. 

Dealers then are washing down 
the machine, sharpening blades, 
tacking on another $5 to $7 and 
running ‘as-is’ sales. 


“Dealers can make money on 
trades,” Haverty maintained. “I’ve 
found that dealers aren’t taking a 
unit in trade if it isn’t running. 
There must be a tremendous mar- 
ket if they’re doing that.” 

And trade-ins mean stepup or 
upgrading, manufacturers main- 
tain. 

The vast majority are upgrading 
when they replace their machines, 
according to the Lawn Mower In- 
stitute. 


“Trade-in is more of a factor all the 


’ 


time,’”’ explained Western Tool’s P. 
D. Cook. “And it’s easier to sell 
value today. It’s the guy who is giv- 
ing the trade who is getting the 
business today. 

“The trade-in is bringing back 
the high quality unit, too. Dealers 
need the price to make the trade-in 
work and they can’t do it with the 
promotional type.” 

Promotionally priced mowers 
were not without strong defenders. 

“They’re a mainstay,” said Mor- 
ris Lober. “Stores would just as 
soon give up their heavy appliances 
as drop a truly promotionally priced 
mower.” 


the point Carson’s Jack Cotter made. 

“Blame it on what you will,” he 
said, ‘but when we run ads, we sell 
a handful of high-priced machines 
and a fistful of promotional ma- 
chines.” 


Where does the appliance dealer fit 
in this pattern? 

Some manufacturers tended to 
kiss him off, but some maintained 
the dealer was their man. 


“The lawn mower has moved out of 
the hardware store,” explained Rob- 
ert Wilson, Acco general manager, 
“and I don’t think the appliance 


CONTINUED FROM PAGE | 


are walking past his store.” 

“The appliance dealer is perfect 
for merchandising lawn mowers. 
He is more conscious of the cost of 
service so he’ll promote and mer- 
chandise a better product.” 

As the season develops, manufac- 
turers estimate that the bulk (up- 
wards of 90%) of sales will be 
rotaries. But in some sections the 
feeling was beginning to develop 
that reels were making something 
of a comeback. 


The public will be looking for 20 to 
22-inch cutting widths. The 24 and 
25-inch cutters lost their advantage 


And it was tough to get around 


dealer is aware of the dollars that 


Continued on page 26 
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WONDERFUL 
WAY TO FLY! 


HEAD FOR HAWAII WITH GIBSON IN SEPTEMBER, BY 
GIANT PAN AM INTERCONTINENTAL JET! 


Flying high, wide and handsome! Pan American Airways 
has just christened its newest, biggest, fastest, most lux- 
urious Intercontinental 707 the Jet Clipper Gibson—and 
they’re readying it just for you! It’s like a private club 
of the skies! Accommodations for 147 passengers in 
matchless comfort . .. specially trained cabin crews to see 
to your every need... and the wonderful knowledge that 
you’re flying with the world’s most experienced airline. 


Talk about speed! Typical schedules developed by Pan 
Am and Gibson travel specialists call for breakfast in 
Chicago and luncheon on the world-famed beach at Wai- 
kiki! If you’ve never taken a Gibson trip, you don’t know 
what it means to be cared for, every step of the way! No 
luggage, transportation, hotel or tipping problems to 
worry about—leave it all to world-traveled Gibson. Be 
our guest means be our guest—for every qualified Gibson 
Dealer! Too late to qualify? Not on your life! Right now, 
let your Distributor show you how easy it is to go places 
with Gibson! 
Painless Profit Training: 
Without stealing a moment 
of fun, Gibson’s Waikiki College 
of Profit will offer you valuable 
product and promotion training. 
You’ll come home happy, 
rested and ready to go— armed 
with the very latest ideas 
on how to make more money 
with Gibson! 





WANT To HEAD FOR Hawy;, BY JET IN Go, 


get going...get 









YET CLIPPER GCGIBSON 


Gibson Officials Inspect Clipper Gibson. Taking nothing for granted, 
top Gibson officials make detailed inspection of Jet Clipper Gibson, 
following christening ceremony —all for your comfort and enjoyment. 


/ASOM 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 





MARCH SALES UP 


Third Straight Month of Sizzling Sales Gains! 


Dealer profits soar with Eureka sales! January sales, a scorching 
62.4% better than a year ago! February sales—up 27.2%! Now, sales 
up again! Third month in a row! Another roll of profits in the dealer’s 
pocket — because: 


EUREKA HAS THE PRODUCT THAT SELLS! 
EUREKA HAS THE PROFIT THAT PAYS! 
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Golden Anniversary Special! 
NEW SUPER ROTO-MATIC 910-B 


At $54.95!... . sets sales on fire 
because it includes all the essential 
features of the original Eureka Model 
910 priced at $69.95! The HOTTEST 
cleaner value in 50 years! And real 
profit in it for the dealer! 


EUREKA Vibra-Beat 
Model 1010 

The canister cleaner that beats rugs 
clean! ... an idea that caught on like 
wildfire! Patented Vibra-Beaters 
shake out deeply embedded dirt, 
powerful 1 H.P. suction picks it up in- 
stantly. HOTTEST thing that ever hap- 
pened to cleaner sales! 


EUREKA! 


THE DEALER’S MAKE-MONEY LINE! 


Sell a Eureka, make an honest profit on the sale—that’s Eureka’s 
dealer policy. No profit-squeezing prices. No high-cost merchandise 
“loadup.”’ A dealer who makes a sale is entitled to make an honest profit, 
too. And he can count on it when he writes up a Eureka—every time! 
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PICK PARIS, two Gallic girls and Yves Kob, of the French Tourist Office, urge 
Fedders executives U. V. Muscio, left, and V. F. Melin, right. 


Sell Enough Air Conditioners 
And Take Your Choice... 


. . . of Israel, Paris or the 
Bahamas. That’s the trip deal 
Fedders is offering its dealers 
this year 


Fedders’ 1960 trip program is a 
volume man’s dream. Here are some 
of the “firsts” dealers will have a 
crack at, according to-U. V. Muscio, 
executive vice president, who an- 
nounced the three-trip deal last 
week. 

It’s the first time any appliance 
manufacturer has gone to Asia. 

It’s the first time there have been 
three trips to three separate con- 
tinents. 


A 12-day jaunt to Israel is the trip 
most dealers are excited about. Why 
not? It’s the farthest Fedders has 
ever gone. 

Muscio figured around 1,000 will 
be making the trip—jet all the way, 
with a one-day stopover in Brussels. 

They’ll split their time between 
Tel Aviv and Jerusalem, with tours 
along the sea to Haifa, one day in 
Nazareth and a number of other 
visits to ancient cities and sites. 


The nine-day whirl to Paris will 
draw about 1,000 takers, Muscio 
estimated. Again, the trip will be 


by jet—Air France. Time in the 
City of Lights will be taken up with 
such exciting prospects as an eve- 
ning at the opera, an eyeful at the 
Folies Bergeres, a night of whoop- 
ing it .up at the swank Lido, a 
cruise on the Seine and tours of the 
city’s scenic sights. 


An eight-day trip to the Bahamas 
will probably appeal to around 
4,000 dealers and their wives, Mus-, 
cio said. For the duration of the trip 
—around 10 weeks—Grand Bahama 
Island will be renamed ‘Fedders 
Island.” 

Fedders is taking over the Grand 
Bahama Club for its vacationing 
dealers. There’ll be deep-sea fish- 
ing, golfing, bowling, Casino nights, 
treasure hunts, the whole works. 
Prizes for the islanders will total 
$50,000—cool cash and merchandise. 


Timing for the trips runs like this: 
The Israel and Paris jaunts will be- 
gin the middle of October; the 
Bahamas tour, around Sept. 1. 

Dealers can score points in the 
program by selling both Fedders 
room and central air conditioners. 

Fedders trips for dealers began in 
1951 and have been important parts 
of the company’s promotional activ- 
ities every year since then. 





New Frigidaire Ranges Have Built-in Look ... 


. but without built-in expense, 
according to H. F. Lehman, general 
manager. The dramatic new “Flair” 
line of four free-standing electrics 
has glass filigree doors, see-level 
ovens, eye-level control panels and 
“putawayability.” 

Cooking surfaces are hidden in the 
counter. They pull out like drawers 
when you’re ready for them. 


The glass oven doors are the real 
eye-opening feature of the line. 
Sturdy metal arms mounted on 
either side of the oven swing the 
doors out and up. That means the 
doors don’t stick out over the cook- 


ing surface. Result: You always 
have room for the tallest utensils. 

And the doors, made of heat- 
tempered glass with a smart open- 
circle filigree pattern, release and 
tilt forward for cleaning. 


Mounted on its own cabinet, one of 
these ranges slides into the place 
of a conventional range without al- 
terations, carpentry or other expen- 
sive room changes, Lehman ex- 
plained. 

Suggested retails on the 46-inch 
models: $559.95, $499.95. On the 30- 
inchers, suggested retails: $499.95 
and $399.95. 
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More than the most. Ifa magazine is useful, credit the editors. It’s just 
that simple. They gather and explain the news... spot the trends. . . provide the 
information and ideas you need in your business. We’ve always had a wonderful lot 
of them, and more now than ever. Eight more. Each a Pro; each specializing in this 
business. We’ve added more new editors than other publications have altogether. 
And that’s a big reason why every Monday the Pros read 
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Leading research organization survey 
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reveals: 


"| Electric TV'S 


DABILITY! 


An sndependent research org ganization recently completed a study 


of TV sets made -year period. 
Of all nine ™ j in the survey, General Electric rated 


Number One |} equired NO SERVICE 
CALLS! Gene quality program is really paying off 


for you and your customers. 


How about the new 4960 sets? 


Distributors wired an appraisal 
of dealer reaction. Here are 
some typical im’ yressions: “Best 
television line in years,” “Most 
service-free line ever 
“Finest quality in our history - 
General Electric 
to improve 4 ity so that re- 
11 with the certain 
knowledge that their customers 
will be gatisfied—and stay sat- 
isfied. 
Are you enjoying the ‘‘sold 
Model 4773315-17" “Designer” Model 2303497 - 23" console sold” profitability of 
dependable sets in 
are not, call 
your General Electric Distribu- 
tor now and stock up oF the new 
line. General Electric Company, 
Television Receiver Depart- 
ment, Building 5, Electronics 
Park, Syracuse, New York. 


model 2103442- 21" Lo-Boy Model 2113455-— 21" Lo-Boy 


“The proof is 
in the picture” 


Progress Js Our Most Important Product 
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A DISTRIBUTOR SALESMAN says 


‘Need a Magic Trick? 
All You Have To Do...’ 


In the gentle art of vocal persuda- 
sion there are certain introductory. 
phrases which have the effect of 
setting off clanging alarm bells. 

“Friends, Romans and country- 
men,” said Marc Antony, that an- 
cient Roman super-salesman, and 
everyone knew that this was a prel- 
ude to a pitch on the. glories of 
higher taxes or something with a 
hidden joker in it. 


“Unaccustomed as I am to public 
speaking,” was another old alarm 
bell that usually signaled the be- 
ginning of a long and tedious speech 
by a veteran orator. 

For the appliance distributor to- 
day, however, there is one phrase 
that can ring more alarm bells, 
squint more eyes with suspicion and 
get more backs up to ram-rod posi- 
tion than almost any other around. 


ELECTRICAL MERCHANDISING WEEK 


The magic phrase is “ALL YOU 
HAVE TO DO.” ‘ 

For example, a sales rep from a 
well-known TV manufacturer has 
just shown a distributor a new-fan- 
gled, silver-plated carrot scraper 
which can also be used for opening 
letters, sculpturing soap, cutting 
overhead costs, wood carving and 
haircuts. 

This carrot scraper, the sales rep 
says with a ring of positive author- 
ity in his voice, is just the premium 
which will move those 150 ugly X-9 
TV consoles which have been in the 
distributor’s warehouse for over a 
year. 

He shows the distributor a wide 
variety of newspaper mats, maga- 
zine ad proofs, window banners and 
display cards all featuring the sil- 
ver-plated carrot scraper. 


“How much are these carrot 





R&M-HUNTER BRINGS YOU 


Modern Design 
Fans 


Gracefu! 
Styling 


R & M-HUNTER 
HIGH-VELOCITY FANS 


This fan looks different ...and it is! Penetrates 


with cooling velocity at far greater distances than 


fans of equal size and power. Bounces air off walls 


and ceilings to give gentle full-room circulation. 


Feather light for easy carrying. Ideal for improving 
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scrapers going to cost me?” naively 
asks the distributor. 

“Nothing.” 

“Nothing?” 

“ALL YOU HAVE TO DO,” says 
the sales rep, “is to buy 200 of those 
X-9 consoles and you get a carrot 
scraper free with each set.” 


There are innumerable variations in 
the use of this phrase. In fact, as a 
sugar coating for almost any cure- 
all aimed at solving the problems of 
the appliance business it is one of 
the most diabolical devices. 

Take this one, for instance, on the 
art of super-salesmanship when 
faced with the problem of selling a 
sticky piece of merchandise. 

“ALL YOU HAVE TO DO,” says 
the factory salesman to the distrib- 
utor, “is cut the price 10% below 
your cost and you'll sell those slow- 
moving numbers like hot cakes.” 


Or use it to solve the pesky problem 
of collections. 

“ALL YOU HAVE TO DO,” says 
the sales rep waving a batch of 
finance company papers in his 
hand, “is sign on the dotted line and 
your credit problems are over.” 


Here’s one on the secret of selling. 

“ALL YOU HAVE TO DO,” says 
a sales manager who has completely 
sold himself on his own sales pitch 
at a national convention, “all you 
have to do is just show it to the 
dealers and automatically you will 
get an order.” 


Servicemen find the phrase pretty 
handy too. 

“ALL YOU HAVE TO DO,” says 
the TV serviceman, “to take the 
chassis out of the cabinet is simply 
to take the back off, remove eight 
set screws, detach the yoke, loosen 
three speaker assemblies, unscrew 
the 12 bolts etc., etc.” 

On occasion, even advertising 
agencies have succumbed to the 
lure of the phrase. 

“You don’t have to spend a for- 
tune to bring your sales up to the 
corporation target,”’ says the adver- 
tising account executive. “ALL 
YOU HAVE TO DO,” he purrs, “‘is 
increase your advertising budget by 
only 50%.” 


There are other phrases cast in the 
same cunning mold which do noth- 
ing to instill confidence. 

‘Believe me” is one such phrase. 

“Believe me, Al,” says the sales- 
man, “this is the only price sheet 
the company has.” 

Another one almost sure to fan 
the fires of distrust is the phrase 
“take my word for it.” 

“These television sets will never 
give you any service trouble. Take 
my word for it,” says the salesman 
pressing for an order. 


All of this proves, I think, that a 
salesman, like a diplomat, has to 
choose and weigh his words. 

Moreover, in my considered opin- 
ion, I believe that all.of the possible 
drawbacks in the use of these 
phrases can be overcome simply by 
saying them with sincerity. That’s 
all you have to do. Believe me. 
Take my word for it. 


ABOUT THE AUTHOR—The creator 
of this column is a well-known dis- 
tributor sales manager who, for ob- 
vious reasons, doesn’t want to be 
identified. His free-wheeling comments 
on the industry will appear here each 
month. 
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You Can Be Sure —of Profits, 


Westinghouse Tells Stockholders 


Within sight of the Golden Gate, 
this golden future was cited for the 
Westinghouse family of owners, 
management and retailers by Presi- 
dent Mark W. Cresap Jr. The local 
press called it “Westinghouse Day” 
in San Francisco, a “gala occasion” 
for some 1,500 people gathering in 
an auditorium atop Nob Hill for 
the company’s 74th annual stock- 
holders meeting. 

Shareholders and proxy-wielders 
had a ball. They were enjoying the 
second time that Westinghouse had 
gone west with. its corporate meet- 
ing. Flushed with Cresap’s rosy pic- 
ture of profit possibilities, they voted 
for six members of the _ board, 
sneaked a peek at the wonders 
Westinghouse one day may market, 
took a look at goods just off the de- 
sign boards, and wandered among 
models soon to be released. Then 
they had a chance to lunch with 
Cresap, to talk to Board Chairman 
Gwilym A. Price, and to chat with 
their prize product pusher, Betty 
Furness. For the special occasion, 
management had declared an extra 
dividend—a Dog-o-Matic hot dog 
cooker which stockholders tucked 
under their arms as they left. 





Profits are being planned, Cresap 
stated. Westinghouse management 
“ .. is dedicated to improving profit 
margins and returns on assets not 
modestly, but substantially” in the 
next two to three years, he said. 
“However,” he pointed out, ‘this 
emphasis on current profit perform- 
ance will not be at the expense of 
programs vital to the company’s 
future growth even though they 
may not contribute immediately to 
the net income.” 


Happy days for consumer goods 
were seen ahead by Cresap. Appli- 
ance-TV dealers prospects with 
Westinghouse products are as bright 
as the future in the atomic, defense 
and industrial fields, if one looks 
through the aura of glamor these 
other groups hold for the dividend 
or speculative minded stockholder. 





‘Push Components Angle 
To Sell Hi-Fi Packages’ 


That’s the advice Shure Brothers, 
Inc., components manufacturer, had 
for hi-fi package set retailers. 

“We know from experience with 
our own magnetic cartridges that 
dealer salesmen often ignore or neg- 
lect the very features which the 
manufacturer of the set included to 
make sales easier,” complained F. 
V. Machin, vice president, sales. 

If the salesman can convince his 
prospect he’s getting ‘component 
performance” with package set con- 
venience, he can speed the sale, 
Machin explained. The way to do it? 
Point out the similarities between 
the package set and components. 

“For example,” he went on, “many 
package set makers include our 
“Stereo Dynetic’”’ magnetic cartridge 
as standard equipment .. . To make 
proper use of such a sales feature, 
the salesman should point out that 
the cartridge is the same product 
that is used in the finest custom in- 
stallations .. . The same holds true 
with other portions of the package 
set . .. that are the same as or 
comparable to components.” 


Cresap’s view of the prospects for 
consumer goods, while overshad- 
owed somewhat by the glamor of 
activities in those missile and 
atomic fields, showed enthusiasm in 
these three stages: 

e The immediate outlook, based 
on: 1. “The encouraging acceptance 
of Westinghouse products in the 
market place”; 2. “Expectation that 
consumer spending will continue at 
a reasonably high rate.” 

e Near-future sales_ possibilities 
for Westinghouse products now in 
the development stage. Several of 
these were shown in a display for 
stockholders—the thermo-electric 


refrigerator, 
hostess cart, and dehumidifier; an 
automatic home laundry center; the 


bottle warmer-cooler, 


ultra-sonic dishwasher; a_ tele- 
phone-controlled oven; room-divid- 
er refrigerator; and a civil defense 
radio with radiation detector. 

e The further-away products that 
may develop from the technological 
advances being made by Westing- 
house, particularly in molecular 
electronics. Cresap had Dr. J. A. 
Hutchenson, vice president of 
engineering, demonstrate current 
achievements—a __ battery-powered, 
palm-sized audio amplifier with an 
undistorted output that easily cov- 
ered the 1,800-seat auditorium. 


No dates for new products were an- 
nounced. Cresap said that the in- 
troduction date of the thermo-elec- 
tric refrigerator is “indefinite.” 
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Chris J. Whitting, vice president 
and manager of consumer products, 
told the press that the thermo-elec- 
tric principle may be applied to 
many portable appliances before it 
is widespread in major appliances, 
because of the lag between drawing 
board and production line. 


No imports of appliances or home 
electronic goods are in the present 
or future plans of Westinghouse 
management, Cresap said. He felt, 
however, that a company like West- 
inghouse could be forced into man- 
ufacturing abroad for import or 
importing the goods of foreign man- 
ufacturers if present trade condi- 
tions worsened. Such as situation 
would come only when sales of for- 
eign-made consumer goods become 
big enough to jeopardize profitable 
domestic manufacturing. 
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Only with Ben-Hur freezers do you get 
the protection of all these seals. 
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Handi-Stor Door . 
hoids all size packages 
Adjustable Cold Control 
e Desert-Dri Construction... 
no noise 


that’s the capacity of 
the first completely 
DeLuxe 12 cu. ft. Freezer 
in the industry. 


THE SPACE-SAVING 


BEN-HUR AU 12 


DEALERS! 


it’s easier to sell the BEN-HUR 
AU 12 because it is a completely 
DeLuxe Equipped Freezer . 

and it’s priced to sell. 


e Broad Beam Interior Light 

e Magnetic Door with Built-in Lock 

@ New Snowflake Safety Signal Light 

@ All Shelves Cold Coiled for Faster Freezing 
* pie Saving — New “flush to wall” 
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no sweat, 


i e Exclusive 10-Year Warranty 
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ELECTRICAL MERCHANDISING WEEK 


RSATI PORTABLE 
STEM YET DEVELOPED 


COMPLETE STEREO PORTABILITY combined with 
“component” versatility, quality and distinctive V-M 
styling mark this unique portable phonograph! Simply 
detach the two powerful speaker sections and you 
have the central section with 4-speed automatic 
record changer, amplifier and all professional, depend- 
able controls. Place the speakers anywhere — even 
in bookcases or on end tables. Unparalleled perform- 
ance for a portable phonograph — makes all records 
sound better! 


DISTINCTIVE V-M STYLING . PLUS... 7HESE 
PROFESSIONAL COMPONENT FEATUPES! 


e Full Complement of Controls —V-M's exclusive 
‘tone-o-matic’® Loudness, Balance a.d separate 
Bass/Treble Controls e Plays all Records. All speeds, 
All sizes, Makes All records sound better than ever! 
e Four Powerful Speakers —Two in each section 
e Durable Gray Pyroxylin Case e V-M Model 307— 
$129.95 List* « As a Manual-Play Phono it’s V-M 
Model 207 —$119.95 List* 


*Slightly Higher West 


BE SURE TO SEE 

THIS UN/QUE 

NEW PORTABLE 
COMPONENT STEREO 
SYSTEM! CALL YOUR 

V-M DISTRIBUTOR TODAY! 
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V-M CORPORATION * BENTON HARBOR, MICHIGAN ° World Famous for the Finest in Record Changers, Phonographs and Tape Recorders 
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stores like this, Samson’s blankets the Milwaukee mar— 
ket and gets about 20% of the city’s appliance volume. It takes 
control and communication to get results like this because, as Sam- 


son’s has learned... 


It isn’t Easy 





at a 


“Take every problem, every flaw, in the typi- 
cal appliance store, multiply them by the six 
stores we operate and you begin to understand 
why I must know every single piece in our 
warehouse.” 

The man doing the talking is Herb Wilk, vice 
president and merchandise manager of the six- 
store Samson chain. 


The Samson chain nearly blankets Milwaukee. 
While Wilk won’t discuss the firm’s annual vol- 
ume, it’s probably a safe bet that Samson’s gets 
about one of every five appliance dollars spent 
in 700,000-population Milwaukee. 

No two Samson stores are exactly alike. The 
Mitchell Street store—oldest in the chain and 
still the biggest—has three selling floors, one 
of them in the basement. The store—about three 
miles from downtown Milwaukee—has been 
modernized to a degree. By contrast, the fifth 
Samson store—opened about seven years ago 
in a south side shopping center—has two sell- 
ing floors and is sleekly modern. In between 
these extremes are the downtown store and the 
two northside locations. 

The sixth store, opened early this month, will 
be in a shopping center in northwest Milwau- 
kee, an area where the population growth has 
been heavy in recent years. 

Nerve center of Samson’s sprawling operation 


is the five-story office and warehouse building 
about a mile southwest of downtown Milwau- 
kee, just a few blocks from the lakefront. It’s 
important because Samson’s centralizes as much 
of its operation as possible. In the aging build- 
ing are the warehouse and delivery depart- 
ments, advertising, bookkeeping and credit, and 
reconditioning. 


A chain must have a chain of command. 
Harold and B. J. Sampson, sons of founder Sam 
Sampson, are at the top, while Wilk is the ac- 
tual administrator. All policy decisions come out 
of their offices at the warehouse. 

Key men at Samson’s are the store managers. 
All are selling managers and most have been 
promoted from within. That’s in keeping with 
Wilk’s philosophy that “you don’t find a good 
store manager, you build him.” Each manager 
is fully responsible for the operation of his 
store and if a problem arises, he’s expected to 
solve it himself. While pricing is set by the 
central office, each manager has the authority 
to make deals, appraise trade-ins and handle 
exchanges. 

In all, Samson’s employs about 75 people. 
That includes the store managers and the man- 
agers of the various internal departments— 
warehousing and delivery, advertising, .etc. 
plus about 25 salesmen, a 15-member office 


To Run a Chain 


By GORDON WILLIAMS 


force, 11 truck drivers and 10 warehouse and 
reconditioning workers. 


Communications pose a problem when six 
stores, a central office and warehouse are in- 
volved. Here’s how Samson’s attacks it: 

All six stores, the offices and the warehouse 
are on one telephone system. Wilk can reach 
any of his stores or department managers— 
and they can reach him—simply by picking up a 
telephone. Because it is so convenient, the sys- 
tem is used freely by both Wilk and his man- 
agers. Wilk talks to each store two or three 
times a day, more often if necessary, and the 
phone system can handle conference calls if 
Wilk should want to talk to several people at 
one time. 

Wilk visits all stores, mostly to chat with 
managers about problems and situations pecu- 
liar to their stores. Rarely, however, does he 
find it necessary to visit a store more than once 
a week. 

Tuesday mornings are set aside for weekly 
sales meetings, attended by store managers and 
the advertising manager. They are usually con- 
ducted by Wilk or one of the Sampsons. Often 
a guest—a distributor or a factory rep—will sit 
in or even speak at a meeting. Discussion covers 
future plans plus an airing of general problems. 

Continued on next page 
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IT ISN’T EASY TO RUN A CHAIN continuep 


Communications Pose 


A Major Problem 


UNIQUE TELEPHONE INSTALLATION puts all stores and head- 
quarters on same line so that Wilk can reach store manager by simply 
picking up phone and individual stores can contact each other freely. 
Motto of Wilk’s old Army unit on wall still fits the situation. 


Managers with particularly thorny problems 
will toss them out at the meeting for open dis- 
cussion. Wilk holds personal criticism or men- 
tion of specific problems involving a single 
manager of his store for his weekly visit. 


Obsolescence is a problem and Wilk thinks it 
may be the most important problem. Samson’s 

or any other multi-store operation—faces. By 
obsolescence, Wilk means the problem of mer- 
chandise that won’t move. 

“No one can minutely gauge a market,” he 
says, “and we usually wind up with 15 or 20 
items scattered through our stores whén it’s 
time for new merchandise to come in. There 
isn’t enough to advertise, so it’s up to each store 
to sell off the items.” This is the sort of prob- 
lem Wilk would discuss with a manager during 
his weekly visit. “I simply explain to each man- 
ager what he would be better off without,” he 
puts it. Ordinarily, the item is marked down 
and salesmen push it. This works pretty well, 
though in one store a phonograph gathered dust 
for three years before it sold. 


This is how Samson’s buys. First, all six stores 
carry the same merchandise. Samson’s does not 
sell furniture, sporting goods, cameras or the 
other side lines common to appliance dealers. 
Samson’s sells only appliances. Its owners feel 
this makes for simplicity and efficiency, or, in 
Wilk’s words, ‘a beautifully, tightly run or- 
ganization.” 

Samson’s tries to be scientific about buying, 
by going on past performance, although this 
doesn’t always work. 

As a leading dealer in the Milwaukee market, 
Samson’s must do its share of pioneering. 
When a new, untried product appears, Samson’s 
must buy it and the word to remember is “‘cau- 
tion.” That is very important. 

“You have nothing to draw on,” Wilk ex- 
plains, “so you have to feel your way in. You 
don’t dive into the deep end without finding 
out the depth.” 

For a number of reasons, but mainly because 
of its size and its reputation, Samson’s doesn’t 
limit itself to a few brands. The chain carries 
just about everything made including some im- 
ported lines. ‘““‘When people read about a prod- 
uct,” says Wilk, “they come in and expect us 
to have it. We can’t disappoint them.”’ And this 
is something Samson’s usually manages to avoid. 


ELECTRICAL MERCHANDISING WEEK 








What does Samson’s do when it guesses wrong? 
And remember that when a six-store operation 
does guess wrong, it’s exactly six times as 
wrong as a dealer with just a single outlet. Be- 
cause Samson’s must buy in such large quanti- 
ties (enough to display at all six stores with a 
good backlog in the warehouse), a wrong guess 
can mean plenty of unsold merchandise. Mis- 
takes can cripple any store, but they cripple a 
chain faster. 

“Sometimes,” Wilks says, supplying part of 
the answers, “you can create a merchandising 
trend.” Air purifiers are one item where a mer- 
chandising trend was created. Samson’s pushed 
purifiers for a good, long while—and pushed 
them hard—before they finally caught on with 
the public. Now they are widely accepted and 
Samson’s can safely buy them in quantity. 

But, if that doesn’t work. What if you can’t 
create a trend? 

“Then you do everything else possible to 
move the merchandise,” answers Wilk. That 
means special sales, additional markdowns, 
premiums and other customer incentives. A 
problem like this would be brought ub at one 
of the weekly sales meetings. “It all boils down 
to one thing,’ Wilk declares. “‘When you guess 
wrong, you’ve just got to keep pushing.” 

Buying for a multi-store operation offers 
plenty of solid advantages. The volume of mer- 
chandise which moves through the six Sam- 
son stores—and this can be true of any well- 
run chain—makes the firm a more desirable 
customer. Distributors, for example, give Sam- 
son’s first crack at close-outs because the firm 
can absorb so much merchandise. 


Through the years, the firm has evolved what 
it thinks is the best inventory system for its 
method of operation. Simply, it puts all inven- 
tory in the central warehouse with only floor 
samples at the stores. Exceptions are traffics and 
portable TV which are warehoused at the stores. 
All majors are delivered from the warehouse, 
although Samson’s will sometimes sell a floor 
sample when the customer can provide his own 
transportation. Local distributors are encour- 
aged to deliver floor samples directly and bring 
the remainder to the warehouse. A Samson’s 
truck delivers the samples when the merchan- 
dise comes from an out-of-town supplier. 
Warehouse manager Marvin Schatzman and 
his inventory clerk maintain a perpetual in- 


CONSTANT FLOW OF PAPER messages between stores is han- 
dled by this rack, Each store must clear its basket daily; this is 
usually done when messenger from store brings in sales slips which 
Wilk checks daily. 


ventory on all Samson’s stock. Inventory cards 
—in a large, circular file in Schatzman’s office 
—show quantities on hand in the warehouse 
and in the stores. All shipments to or from the 
warehouse or to or from a store are noted on 
these cards. It’s almost a full-time job for the 
inventory clerk, but it provides an exact record 
of what’s on hand at any given time. And a 
glance at the files shows which items are mov- 
ing and which aren’t. 

Each of the six stores has a section on the 
first floor of the warehouse. The inventory 
clerk checks each store daily for needs; usually 
these are traffics with an occasional major ap- 
pliance to replace one sold directly from a 
store. Needed items are taken from inventory 
and placed in the store’s section. Delivery is 
normally the following morning, although a 
rush item would be sent right away. 


For deliveries, Samson’s owns its own trucks, 
uses three to five of them depending on the 
daily volume of deliveries. All pieces sched- 
uled for delivery are uncrated by the ware- 
house crew the previous afternoon and set near 
the loading dock. Drivers load their own trucks 
under Schatzman’s supervision. First, they take 
all pieces going to customers; then they check 
each store’s section, loading as much of this 
merchandise as their truck can carry. Deliv- 
eries to stores are made during the scheduled 
run, thus saving short-list runs by special 
trucks. 

A slightly different delivery system is used 
when Samson’s is closing out a model and sell- 
ing directly from the display floors. Then, all 
sold items are taken from the floor, trucked to 
the warehouse for examination and then de- 
livered to the customer. 


Samson’s has no service department. Nine years 
ago the firm advised two of its own service em- 
ployees to open an outside servicing operation. 
The two—Leo Lansky and Tony Cernicka— 
were promised all of Samson’s work plys what 
additional business they could develop on their 
own. That’s just what happened and today 
Bonded Service is a successful operation in its 
own right. 

Why did Samson’s leave the servicing field? 
Says Wilk: 

“Service is a full-time business. Because they 
are closely supervised by their own employers, 
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servicemen are making three to five more calls 
a day than they did when they were working 
for us. 

“We now Know exactly what service costs and 
we also know our customers-are getting better 
service than any distributor or vendor offers 
in Milwaukee.” 

On the other hand, Samson’s does operate a 
big reconditioning department in its central 
warehouse building. The firm’s immense trade- 
in business makes this department worthwhile. 
Once the pieces are reconditioned they go back 
to the retail outlets for sale. 

Wilk feels it would be false economy for an 
operation the size of Samson’s not to have a 
reconditioning department. “It’s one of those 
things you simply have to have,” he says. And 
it does make money. 


Samson’s costs every sale. “Without costing,” 
says Wilk, “no dealer knows exactly what di- 
rection he is traveling.” 

The inventory clerk maintains a master cost 
book, in which everything purchased is entered 
by make. Using one copy of the sales slip (the 
commission copy in this case) the clerk costs 
all sales. At the end ‘of the month, everything 


Inventories 
And Deliveries 
Must Be 
Carefully 
Controlled 

In a Chain 


Operation 


























is totaled up, giving Samson’s not only its sales 
but also the cost of the sales. 

Then, Samson’s accountants prepare a month- 
ly profit and loss statement. All expenses are 
carefully scrutinized and any which appear 
to be out of line are checked. If something 
is wrong, Wilk can take immediate action. For 
that reason, he feels immediate costing of all 
sales—and a profit and loss statement prepared 
monthly—are essential to a well-run operation. 


Centralization is the key to smooth, economical 
operation of a chain. In fact, a major advan- 
tage for any multi-store operation is that so 
many functions—credit, advertising, bookkeep- 
ing, servicing and reconditioning and ware- 
housing and delivery to name a few-—can be 
centralized. 

This is how one of those functions works at 
Samson’s. 

Advertising manager Herb Israel and a staff 
artist handle all the firm’s advertising. Sam- 
son’s uses newspapers extensively (about 90% 
of its ad budget is spent in Milwaukee’s two 
daily newspapers) and most ads are geared to 
cover all six Samson stores. 

Most promotion and advertising ideas orig- 
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PERPETUAL INVENTORY CARD OF EVERY 
PRODUCT is time-consuming chore for warehouse 
manager Marvin Schatzman and a clerk but is vital 
in providing control over stocks and in giving indi- 
cation of movement on individual items. 


ITEMS NEEDED BY STORES for their own inventory of electric housewares are separated 
in this section of warehouse and delivered next day. Both customer deliveries of majors and 





store delivery of stock like this can be handled on the same trip. 
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inate with B. J. Sampson. Israel and the artist 
prepare a rough-up to see how it looks on paper. 
The idea is presented to the store managers 
at their weekly sales meetings for suggestions, 
before the basic idea is developed into a firm 
advertising program. B. J. Sampson checks the 
layout and Wilk the copy before it goes to the 
newspapers. Store managers and Israel check 
proofs for errors before the ad actually appears. 
Finally, each manager receives tear sheets from 
the newspapers to use with the promotion. 

Samson’s averages about seven pages of news- 
paper advertising each week, uses full-page 
ads almost exclusively. Says Israel, “Anything 
less than a full page is lost.” 


They’re big in the market. Samson’s heaviest 
competition comes from a trio of big department 
stores—Gimbel Brothers, Schusters and the 
Boston Store. No one seems really certain where 
to place Sears which has no downtown store. 

For Samson’s, chain operation poses problems 
—obsolescence, buying, etc.—but it also brings 
plenty of advantages. By and large, Samson’s 
is satisfied that if you’re going to be a power 
in the appliance business, a chain is the way to 
do it. 









DELIVERIES OF MAJORS and TV other than 
portables are made from central warehouse. All 
merchandise is uncrated to avoid damage, to spot 
hidden damage, to fit more merchandise on truck 
and to avoid problem of disposing of crating and 
packing at customer’s home. 






aeeoe 
aes 





ev tew) “Reive 
o> £OAvaeee 


Sg 
a = ie ie i =e 


 — ~ —_——_ < Lo ae a 


Today, Massaro’s rental volume hits total be- 
tween $1,200 and $1,500 per week. Sales have 
built up to better than $50,000 a month. 

Massaro was originally a white goods dealer 
with long experience in Los Angeles, before 
moving back to his native city of Colorado 
Springs in 1952. He found TV just beginning 
to boom there. Massaro also knew that Colo- 
rado Springs is the center of three large mili- 
tary bases with a constant turnover of per- 
sonnel, made up of people who were accus- 
tomed to long waits for delivery of furniture 
from one military base to another. To Massaro, 
these situations indicated an excellent sales 
and rental market for TV. He decided then and 
there to become a “TV specialist.” 


From the beginning, Massaro felt that his best 
crack at the burgeoning TV market meant “con- 
tacting the prospect first”—followed by good 
service relations, which would keep the cus- 
tomer coming back. Consequently, he mapped 
out a highly unusual sales program, which con- 
sists of three basic steps. These were: 


1. Offer television rental service at prices low 
enough that any budget-minded homeowner 
would be bound to be attracted. 


2. Make it possible for the customer to apply 
any and all rental payment at any time to the 
purchase. 


3. Back up every TV rental or sale with such 
impressive service that the customer will rec- 
ommend TV Specialties at every opportunity. 


NO EXTRA MANPOWER is needed to handle Massaro’s big rental business. 
His servicemen can easily handle the pickups and deliveries of rental sets and 
regular technician in shop keeps rental sets in shape. 


All year long dealer Al Massaro of Colorado 
Springs has 250 to 400 sets like this out on 
rental. His $3 a week rates sound crazy but 
that’s how... 


He Built a TV 


Business 
Around Rentals 


The “spark plug” in this plan has been Mas- 
saro’s spectacularly low TV.rental rates. For 17 
and 21-inch table models, the rate is $3. For 
consoles, 21-inch and 24-inch Massaro asks only 
$3.50. Weekly display ads in Colorado Springs 
newspapers advertise the service and keep the 
office telephone busy with calls from interested 
prospects. “Most people think that there must be 
some sort of ‘gimmick’ attached to our rental 
offer,’’ Massaro says. “This gives us:an oppor- 
tunity, of course, to point out simply that the 
rental customer will think enough of the set he 
rents to go ahead and buy it. This sounds reason- 
able enough to most of our renters, and takes 
any hesitance out of the picture.” 


As a result, the rental list has gone as high’ 


as 420 sets out at a time and never drops below 
350. From this number, Massaro can count upon 
selling a steady 60%, either on the actual set 
rented or on the better-priced model from the 
TV showroom. 


How can this Colorado dealer afford such low 
rentals? There are a lot of reasons, reports 
Massaro. Number one, of course, is that either 
directly or indirectly the rental department is 
responsible for his healthy $600,000 per year 
volume. Another is that with a service depart- 
ment employing 15 men, and handling an aver- 
age of 30 outside calls per day, he has sufficient 
personnel on hand to maintain a stock of 450 
rental TV sets as simply part of the overhead. 
Finally, the rental department is operated at 
such low expense that Massaro is convinced that 
he could show a good return on rentals alone. 
“We have systematized all of our rental oper- 


ations to hold individual costs down,” he said. 
“For example, since we must handle 30 revenue 
and warranty service calls a day, covering the 
entire area, we haven’t added any delivery ex- 
pense by having a rental department. Instead, 
we simply keep shipping and picking up rental 
TV sets on the service trucks which must travel 
in the same direction anyhow. Even where we 
are handling a dozen rental deliveries and half 
as many pickups in one day, there are always 
service calls nearby, so that the set can be de- 
livered without adding to cost. Then, again, the 
same crew of servicemen maintains the rental 
sets in between calls, during slack hours, as part 
of the daily routine.” 


Massaro’s policy is to rent primarily new, first- 
class TV sets which are depreciated swiftly and 
sold when they reach a pre-determined depre- 
ciation point. Renting first-line sets in this way 
means a lighter load on the service department, 
and, of course, fits in well with the TV Special- 
ties, Inc., policy of making an intensive selling 
effort on every rental. Not only do sets sold on 
rental ‘sell themselves” at the standard list 
price, but they also eliminate the expense of a 
call back and pickup on the rented set. As pointed 
out above, six out of 10 TV’s which go out on 
the $3 and $3.50 rental are eventually sold to 
the renters, usually where the renter has kept 
the set for five weeks or more. Massaro puts no 
limit on the amount of rentals which the cus- 
tomer can apply on the purchase of the set, and 
finds that this pays off in good will and in cre- 
ating additional rental volume he wouldn’t get 
otherwise. 
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RCA WHIRLPOOL AIR CONDITIONERS HAVE SO MUCH 


MORE COOLING POWER 
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yet operating costs are low... 
and units are whisper-quiet | 


Here are the air conditioners that SELL . . . with less effort on your part. 
Just tell prospects how the “‘staggered’’ coils, located at the air intake, expose 
incoming air to more cooling area. . . delivering greater BTU output per watt 
input for more cooling at less cost. Demonstrate the quiet operation . . . just 
a soothing purr. Mention the chemically-treated Fram filter . . . low, thin, 
space-saving design . . . efficient humidity control . . . fast exhaust of stale, 
smoky air... and the sale is usually made! In this complete line . . . there 
are models to meet every need, including reverse cycle and plug-in units. Cash 
in on the volume-building opportunity RCA WHIRLPOOL air conditioners offer! 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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AT LAST! A CLEANER THAT 
TAKES THE GUESSWORK OUT OF 
CHANGING DUST BAGS! 


The cleaner with the only new selling 
feature—the See Thru Lewyt with Power 
Window. One glance and women see 

and understand this unique feature—no 
more poking or squeezing a dirty dust bag! 
They see when to change. And no 

other cleaner has it! 


And Lewyt gives you more features than 
any other cleaner... Motorized Beater 
Sweeper...Stand Upright Handle...Wide 
View Headlight... Automatic Power Dial 

..Ride-Along Tools... Big-Easy Rolling 
Wheels. Exclusive features that make 
every sale a full profit one. 


See your Lewyt distributor now for 
full details. 


LEWYT CORPORATION 


43-22 Queens St., 
Long Island City 1, N. Y. 


most revolutionary cleaner on your floor! 


SEE ThikU 
1960 VACUUM 
CLEANER 
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Model XYZ range 
List Price $379.95 
Base Price 319.95 
This includes $15 commission 


Model RST refrigerator 
List Price $569.95 
Base Price 482.95 
This includes $42 commission 





——— | 


















Model XYZ range 

List Price $379.95 

Selling Price 349.95 

Base Price 319.95 
ExtraNet $30 

50% (or $15) goes to salesman 
50% (or $15) goes to store as 

profit 












Total compensation for salesmen: 

$15 which was built into the 
base price 

$15 50% of excess of sale 
price over base price 









$30 
Management profit $15 






































Commission on trade-ins if trade is 
resold at base price: 
$12 to man selling it 
$15 to man who took it in 























. .. for both new and used appliances at Haesloop & Sons in 
Elmira, N. Y. The company devised it after discovering that 
straight commissions had two weaknesses: they didn’t provide 
incentive enough to move used appliances and they didn’t work 
well when discounting began on new appliances 


That’s when management decided 
upon a drastic revision of its en- 
tire commission structure. 

At first, the salesmen didn’t like 
the new commission system. But 
when each of the eight salesmen 
began averaging between $600 and, 
$700 a month, compared to the $400- 
$500 reimbursement level under pre- 
vious system, opposition vanished. 


On paper, the intricacies of the unit 
commission system used at Haesloop 
may seem complex and unwieldy, 
but in actual practice, it’s simplicity 
itself. For a better understanding of 
how it works, study the following 
examples: 


1. How to determine the base 
price of new appliances. This base 
price includes a built-in commis-’ 
sion for the selling salesman and 
also takes into account the average 
amount needed to cover store over- 
head—lights, rent, bookkeeping, etc. 
The base price differs with each 
piece of different equipment. It is 
always lower than the list price 
and higher than the wholesale price, 
and represents the amount needed 
by management to break even. It 
doesn’t include the management 
profit. 


2. How to figure commission when 
no trade-in is involved. When no 
trade-ins are involved most new ap- 
pliances are sold at a price some- 
where between the base price and 
the list price. In such cases, sales- 
men are not allowed to drop below 
the base price. 

As mentioned above, there is a 
built-in basic commission in each 
base price. The incentive offered 
salesmen to sell above the base 
price is an increase in commission. 
The difference between the base 
price and the actual selling price is 
split in half, the selling salesman 
retaining 50% as additional com- 
mission, and management retaining 
50% as its profit on the sale. 


3. How to figure base prices of used 
appliances. The base price for used 
appliances is determined in a dif- 
ferent manner than the base price 
for new appliances. While the built- 
in salesman’s commission for new 
appliances varies, the built-in sales- 
man’s commission on used appli- 
ances is always the same. It’s based 
upon averages, as are all the other 
components of the used appliance 
base price, except repairs. 

The base price of used appliances 
is always at least $55. That’s the 
minimum amount determined by 
management as the _ break-even 
point. Any appliance which will not 
produce the minimum base on re- 
sale is considered not worth recon- 
ditioning. It’s junked. 

Here’s how the used appliance 
base price is determined: $15 covers 
overhead, $8 is charged as the clean- 
ing average, $10 for the used appli- 
ance guarantee, $5 for delivery 
within a 30-mile radius and $12 as 
the selling salesman’s built-in com- 
mission. So far, that totals $50. To 


this, $5 is added as the bonus com- 
mission to the salesman who has 
taken the appliance in trade, if that 
salesman has not gone below the 
new appliance base price. If the 
salesman taking the appliance in 
trade has gone below the new ap- 
pliance base price, as explained in 
section 5 of this article, that sales- 
man’s bonus commission is $10 in- 
stead of $5. 

That’s the reason why the used 
appliance base price is always at 
least $55 or $60. It’s more where 
there is spraying involved (an aver- 
age price of $10 is added for spray- 
ing), or where there are major 
repairs. 


4. How to figure unit commission 
where a trade is taken and the sales- 
man sells the new appliance above 
base price. When a salesman takes 
a trade on a sale of a new appli- 
ance, he has an opportunity to earn 
more commission than if he didn’t 
take an appliance in trade. Man- 
agement, with the use of the unit 
commission system, has provided in- 
centives for both the salesman who 
has taken the appliance in trade 
and the salesman who sells the 
used appliance. 

Assume that the used appliance 
is sold for the base price coupled 
to it—$55. As explained above, the 
selling salesman receives the built- 
in commission of $12, and the sales- 
man who has taken the appliance 
in trade receives the built-in bonus 
commission of $5. 

If the used appliance is sold for 
an amount above the base price, 
management takes one-half of the 
first $20 over the base price and 
the salesman who sells the trade 
takes the other half. If it sells for 
more than $20 over the base price, 
the extra money (beyond $20) is 
split three ways: half to manage- 
ment and one-quarter each to the 
man who took the trade and the 
man who sold it. 


5. How to figure commissions where 
the new appliance is sold below 
base price and a trade-in is taken. 
The unit commission system as ex- 
plained above worked very well 
except in instances where the new 
appliance customer wanted to trade 
a model of comparatively recent 
vintage. In such cases, to give the 
customer a fair allowance for the 
late model trade-in, the salesman 
had to go below the base price. In 
other words, he goes into a debit 
hole until the used appliance is sold, 
thus deferring his total commission 
until the used appliance is sold. In 
order to get salesmen to do this, 
management worked out a system 
to provide extra stimulus. 

It was necessary, too, to convince 
salesmen that their greatest com- 
mission lay in taking late model 
trades, even if it meant deferral of 
the commission until the used ap- 
pliance was sold, since there was a 
faster turnover rate among late 
model used appliances, and a higher 
commission because such appliances 
generally sold for higher prices. 
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This Commission System Works .. . 


If trade is resold at over the base 
price: 


Base $55 
Selling Price $110 is $55 above 
base 


Selling salesman, gets base 
commission $12 
Plus '/2 of first $2Oover base$10 
Plus 4 of last $35 or $8.75 
For a total of $30.75 


Salesman who took in trade gets 
$5 from base plus Va of final $35 
for total of $13.75. 








Base price of new appliance 
$319.50 
(includes $15 built-in commission) 


Base price of used appliance 60.00 


Estimated resale value of 
used appliance ....$100.00 
Estimated profit on used 
appliance ......... 40.00 
This is as much under base price 
of new appliance as salesman 
can go 


So if he sells for... ... $279.95 
he in effect owes store.. 40.00 


When trade-in is sold for 100.00 
his ‘‘debt'’ is wiped out and he gets 
his $15 commission plus $10 for 
having taken in the trade. In this 
case minimum price at which used 
appliance can be sold is $100. 











But if this trade actually sells for 
$130 the extra $30 is split like 
this: 


Of first $20: 
Store gets 50% or $10 
Selling salesman gets 50% or 
$10 


Of remaining $10: 
Store gets 50% or $5 
Selling salesman gets 25% or 
$2.50 
Take-in salesman gets 25% or 


$2.50 


So total compensation would be: 
For man who took in trade: 
1. Commission on sale 
of new appliance 
2.Commission for 
taking in recent 
model trade 
3. Share of excess over 
base price 


$15.00 


$10.00 


2.50 
Total $27.50 


- For man who sold trade: 
1. Base commission on 
trade-in 
2. Share of excess over 
$100 
Take - in allowance 


($10 + 2.50) 


$12.00 


12.50 
$24.50 
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LOOKS AT THE CREDIT SIDE 





“Just what the hell have you been saying in those delinquent account 
letters, Blackwell?” 








BCO APPLIANCE 
POSSESSION 
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“We just painted it that way and parked it there. Never use it. Our 
collections are excellent now.” 


CREDIT CHEERFULLY 
EXTENDED 
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“Notice how I’m not very cheerful, Mr. Fenley .. .’ 

















“T haven’t bought anything on credit in 18 years. I just got out of 
prison.” 




















oye? 
“|. . And since you’re not living up to your sales contract I’ll have 
to take the set back to the store .. .” 


cONT NEAT 


CREDIT 


CORPORATION 
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NEW 
PRODUCTS 


FEATURES THIS WEEK 


Fasco heaters e new steam irons by G-E and Proctor 
e Northern and Slumberest blanket lines e RCA 
Victor remote control portable TV e Zenith transistor 
FM-AM radio e Gaffers & Sattler air cooler line 


a_i 





TOP LEFT, FORCED AIR WALL: TOP RIGHT, RADIANT WALL; LOWER, BASEBOARD 


FASCO Enters 
Electric Heating Field 


32-in. section with 600 w. Corner sec- 
tions, blank sections and a receptacle 
section for 115 v are also available. 


PROCTOR Spray-Steam-Dry I 


A newly designed Mary Proctor flash- 
type, tap-water, spray-steam-dry iron 
is introduced by Proctor-Silex. 

Recommended for use with tap- 
water, it has a locked-in sealed water 
chamber that holds 9 oz. water to pro- 
vide from % to a full hr. of steam 
ironing. 

Seventeen steam vents are distrib- 
uted over soleplate area, which pro- 
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ron 


vides 32-sq.-in. ironing surface; fabric 
dial located at front of iron has set- 
tings marked in large readable letters 
with 8 settings on fabric plate from 
“off” to “hi” with a special area 
marked for steam. 

A temperature selector knob di- 
rectly connected to thermostat is lo- 
cated in hollow front handle. Jet 
spray for dampening is located on 
handle top; extra-wide high water- 
fill fits under any faucet. A clear- 
view heel rest has no overhang. 

The iron weighs 3 lbs.; operates on 
115 v, 1100 w, ac only. Thumb rests 
are provided on each side of the E-Z 
hold handle; large button-nooks on 
either side of soleplate; plated spring 
steel cord guard. 

Price, $22.95. The Proctor-Silex Corp., 
700 W. Tabor Rd., Philadelphia 20. 





GIBSON Adds Another “Frost Clear’ Freezer 


Another “Frost Clear” freezer, No. 
G-415 FO1, has been added to Gib- 
son’s 1960 line of freezers. 

Features include 490-lb. capacity; 
adjustable aluminum door shelves 
and a guardian light which glows 
when operating conditions are nor- 
mal and turns off if power is shut off 
or temperatures are not correct. 

Operates on a “blast freezing” prin- 
ciple similar to commercial freezing 
systems. 

Interior finish is light blue with 
gold trim; exterior is trimline styled 
with diamond embossing in triple 
baked white Hylux. 

Like all Gibson freezers, G-415 has 
a double warranty covering both food 
spoilage and the refrigeration sys- 
tem. 

Dimensions are 66 in. high, 29% in. 





wide and 28% in. deep. Also available 
in right hand door. Gibson Refrigera- 
tor Div., Hupp Corp., Greenville, 
Mich. 





Baseboard units, a radiant wall insert 
heater, forced air wall insert heaters, 
radiant cable and portable heaters 
are included in Fasco’s heater line, 
designed to meet needs of all areas 
of a home. 

Baseboard units may be recessed di- 
rectly into wall; compact design (7% 
in. high and 2% in. deep) enables 
units to hug wall. Features include 
a hi-conductivity aluminum heat ex- 
changer with finned double-wishbone 
construction; baked enamel finish 
which may be repainted to match 
decor; end caps that eliminate right 
and left parts. Each section utilizes 
safe built-in overload temperature 
protection control; wall or baseboard 
thermostat controlled; comes in two 
lengths: 48-in. section at 900 w, and 


Radiant wall “Fast-Glo” heater for 
bathrooms has long, slender shape 
(32% in. high, 8% in. wide) for head- 
to-toe warmth; it’s recessed 3% in., 
protrudes % in. into room; nickel 
chrome ribbon’ elements; safety 
grille; built-in, bulb-type thermostat; 
two sizes: 1500 and 1000 w. 

Forced air wall insert heaters for 
large areas is recessed. into wall 4 in. 
with 1% in. protruding; four sizes all 
for 240 v: 1500, 2000, 3000 and 4000 w. 
Features include tubular element 
with helical fin, quiet fan, removable 
top and bottom grilles, built-in bulb- 
type thermostat, baked enamel finish. 
Radiant cable in 15 sizes for 240 v 
ranges from 400 w (150 ft.) to 5000 w 
(1820 ft.). Fasco Industries, Inc., 
Rochester 2, N. Y. 


The Slumberest Co. 
“Soaring 60’s” line of automatic bed- 
coverings. 
Slumberest Imperial 


, SLUMBEREST IMPERIAL BLANKE 


SLUMBEREST 


1960 Blankets 


announces its 


is the 
Acrilan 


Topping the line 
100% 


blanket featuring convertible contour 
corners and a 5-year warranty. 

The Imperial comes in an assort- 
ment of sizes and controls as follows: 
a twin size, 66x84, single control 
blanket; a Queen size, 80x84, single 
control model; a Queen size, 80x84, 
dual control model; and a King size, 
108x84, dual control model. 

Available in 6 high-fashion colors 
of pink, light blue, light green, red, 
beige and yellow, these Acrilan blan- 
kets have nylon bindings top and bot- 
tom. The controls also have new de- 
luxe color treatment. The new 
5-year warranty consists of 2-yr re- 
placement on blanket. and control, 
3-yr repair on blanket and control. 
Prices, single control units, $34.95 for 
twin, and $39.95 for Queen size; dual 
controls, $49.95 for Queen and $79.95 
for King size. Slumberest Co., Box 
234, Georgetown, Kentucky. 





GENERAL ELECTRIC Steam and Dry Iron 


A steam and dry iron, No. F-70, espe- 
cially for wash-and-wear fabrics fea- 
tures new deep-down steam penetra- 
tion design with an even-flow steam 
system that gives volumes of steam 
steadily and evenly, not intermit- 


tently. This makes it possible to pro- 
duce steam at such low temperatures 
that many more fabrics than ever be- 
fore can be safely steam ironed. 

A new “even-heat” system also 
keeps the soleplate of the iron uni- 
formly warm at all times—no hot 
spots or cool corners. This makes it 
possible to iron dacrons and other 
synthetic blends without fear of 
scorching, marring, melting, rippling. 

Vents at front edge of soleplate 
makes it possible to steam, then press 
dry in one quick motion. 

Other features include built-in cord 
lift; 30-sq.-in. soleplate; large fill fun- 
nel; stable heel rest; fast heatup; cool, 
comfortable grip; weighs 3 lbs.; Cal- 
rod element, 1100 w, 120 v. 

Price, $17.95. General Electric Co., 
Portable Appliance Dept., Bridgeport. 


ern Deluxe” 





NORTHERN Blankets 


New colors and dual purpose con- 
trols are featured in the 1960 “North- 
and “Northern Special” 
electric blankets. 


“Northern Deluxe” blanket has 15% 


Acrilan for deep, fluffy nap; high- 
styled gold and white plastic con- 
trols, with optional hangers to permit 
hanging on the bed headboard, or 
standing on a night table; green, 
beige, pink, blue, yellow, white. 

“Northern Special,” a companion blan- 
ket, has extra features formerly 
found only on more costly blankets. 
These include convertible corners that 
adjust from fitted to flat through an 
arrangement of snaps; extra width, 
80-in. on double bed models; nylon 
bindings treated for bacteria resist- 
ance with Northern’s “sanifresh” 
process. Blanket fabric for the “Spe- 


cial” contains 10% nylon; its control 
is a neutral beige with Lucite dial; 
pink, blue, pastel green or flame. 
Prices, “Northern Deluxe” in a dou- 
ble bed, single control model, $29.95; 
“Northern Special,” double bed, sin- 
gle control model, $22.95. Northern 
Electric Co., 5224 N. Kedzie, Chicago. 
"NORTHERN DELUXE" BLANKET 
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YOU CAN FEATURE 


MOTOR PERFORMANCE 


when the appliance is powered with a... 


Skeleton frame motor for 
7 juicer. Frame 3%, 
x1 6 


MOTOR 


Today’s value-conscious customers are inter- 
ested in knowing why your motor operated 
appliances are a better buy. When the appli- 


ance is powered with a Lamb Electric Motor, 
% Horsepower motor with 
two-stage fan—the standard 
for high performance 
domestic canister-type 
cleaners 


you can tell them about the outstanding 
performance of the motor — it’s quiet, de- 
pendable operation; its long life; and the 
fact that it was built by a company which 
has specialized in small motors for 45 years. 
This is a good point to keep in mind when 
you are selling . and buying motor 


operated appliances. 


Four-pole permanent split 
capacitor motor for fan 
drives, such as hair dryers. 
Frame 4¥%e x 1% 


tH CAD ELECTRIC COMPANY 


KENT, OHIO 


A Division of American Machine and Metals, Inc. 
in Cenede: Lamb Electric — Division of Sangamo Company Ltd. — Leaside, Ontario 


This Brand Opens New 
Frontiers for PROFIT! 


Yes, there are still 
new profit frontiers in appliance’ 
selling with Silex! You get extra 
sales in an unsaturated market 
&S with products that are gift- 
designed to be @istinctive and 
differem?. No brand line corrals 
gift-day sales better than Silex 
see eeeeeete tt & 8 

. and you make more, too! 
Silex gives you more favorable 
margins with less competitive 
pressure and minimum dupli- .- 


cation of other products. ## 
(aie cis nmamemmannes TS. 


result is more turnover and bet- 


ter profit from your inventory 
investment! $¢¢6¢6¢6446¢4¢44¢4 





Kitchens That Sell On One 
House Call...And Stay Sold 
Tired of detailed kitchen planning? 
Tired of the customer's ‘‘it’s-not- 
quite-what-l-expected’’? Could be 
she's disappointed in the kitchen 
and the service. To self her a 
Youngstown ‘Woodcharm’ Kitchen, 
make one call only to get the facts, 
then leave the ‘‘leg-work’’ to us! 
Experienced pre-planning, extra 
sales and installation training, and 
excellent promotion help can be 
yours. Ask your distributor about 
Qualified Dealer requirements, or 
write Youngstown Kitchens, War- 

ren, Ohio. You'll find... 


You get what you asked for 
when you become a 


YOUNGSTOWN KITCHENS 
QUALIFIED DEALER 





The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 


YOUNGSTOWN KITCHENS DIVISION 





ELECTRICAL 


MERCHANDISING WEEK 


RCA VICTOR Remote Control Portable TV 


The first portable TV set with a re- 
mote control unit that turns set com- 
pletely off is announced by RCA. 

With the “Wireless Wizard’ com- 
plete-off remote it is no longer neces- 
sary to hop out of bed to completely 
turn off set. Available in 2 of RCA 
Victor “Sportabout” sets: “Roommate” 
and “Highlander.” 

In addition to. complete-off these 
units will turn picture and sound 
off and on and change channels. A 
deluxe remote unit also has pushbut- 
ton control of 4 steps of volume level. 

A “Touch Bar” channel selector on 
front replaces conventional channel 
selector dial; set automatically changes 
channels by touching bar; stops only 
at desired channels. 

Plug-in jacks for using set as 2nd 
speaker for stereo, with pillow speak- 


Prope 


RCA "ROOMMATE" 171-AR-06 


er, or earphone attachment available. 
Two other “Sportabout” models are 
“Wayfarer” 171-A-06 and “Entertain- 
er” 171-A-04. RCA Victor Div. Radio 
Corp. of America, Camden, N. J. 





ZENITH FM-AM Radio 


Trans-Symphony, Zenith’s first Amer- 
ican-made FM-AM all-transistor port- 
able radio has automatic frequency 
control for “drift-free”’ FM tuning, 
making possible quality FM reception. 
Specially developed extra-sensitive 
transistorized afc circuits provide 
strong, clear signal outdoors or in; 
5x7-in. oval speaker with a 2.15 oz. 
Alnico 5 magnet and acoustically 
mounted in cabinet for full tone qual- 
ity. In addition by “locking in” the 
station tuned eliminates FM drift. 
Wavemagnet antenna built into 
carrying handle above set for maxi- 
mum pickup on AM and 2 additional 
antennas for FM. Uses 8 standard 
flashlight batteries; operates for about 
300 hrs. normal use; 11 tuned cir- 
cuits on FM and 8 on AM;; jack at back 
for plugging in a crystal-type phono; 


ZENITH ROYAL 2000 TRANS-SYMPHONY 


earphone attachment extra; weighs 
11% lbs. complete with batteries; 
scuff- and wear-resistant black Per- 
mawear case. 

Price, $189.95 complete with batter- 
ies. Zenith Sales Corp., 6001 W. 
Dickens Ave., Chicago 39. 





AMERICAN 
CONCERTONE Recorder 


The American Concertone Div. of 
American Electronics introduces a 
new book-size tape recorder which 
weighs under 4 lbs. and operates 
from its own built-in batteries. 

The “Transicorder” features a 
built-in speaker and versatility of 
power source which permits the unit 
to be used anywhere—business, in- 


dustrial, commercial, yachting, per- 
sonal aircraft, as well as at home. 

To prolong battery life the Transi- 
corder also can be operated from 
110-v house or office current, or from 
the cigarette lighter receptable of a 
car; accessories include hand and foot 
operated remote controls, telephone 
pickup and the adapters for 12-v dc 
and 110-v power. 

Fully transistorized, it has 6 tran- 

sistors and 2 diodes; head complement 
consists of 2 heads, record playback 
unit and erase head which permits 
indefinite re-use of standard %-in. 
tape with improved fidelity. It also 
features a meter to monitor audio 
level and to indicate the condition of 
the batteries. 
Price, $199.95. American Concertone 
Div., American’ Electronics,  Inc., 
9449 W. Jefferson Blvd., Culver City, 
Calif. 





FROM ABROAD 
GBC Tape Recorder 


“Transivoice,” a new _ all-transistor, 
battery operated subminiature tape 
recorder from Milan, Italy, has been 
added to the GBC line. 

It operates over 100 hrs. on stand- 


RRR 


ard Eveready or Burgess batteries 
and records up to 1% hrs. on standard 
dual track tape at 3% ips, and has 5 
transistors. 

Features include’ simple, push- 
button controls; built-in hi-fi confer- 
ence speaker. It is equipped with 
ultra-sensitive dynamic microphone 
that picks up and records from over 
20 ft.; has fast power rewind, and 
plays in 8 positions. 

Housed in a modern, 2-tone grey 
“hi-impact” case it weighs slightly 
over 4 lbs. Comes with a tan genu- 
ine leather carrying case, microphone, 
batteries, tape reel and take-up reel. 

Extra accessories include telephone 

pickup that records both voices and 
music with clarity. 
Price including carrying case, micro- 
phone, batteries and reels, $159.95. 
Telephone pickup extra. GBC Amer- 
ica Corp., 89 Franklin St., N. Y. 
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EVERYONE'S A CUSTOMER 
FOR A DEARBORN 





"Why not deliver it in 
person— tonight!” 


Of course... when you're selling 
Dearborn, customers take you right 
into their homes. Just like the girl 
in the illustration, waiting eagerly 
for delivery of her new Dearborn. 
It’s easy to see why, too, when you 
consider all Dearborn’s great advan- 
tages, like the Coot Safety Cabinet 
and famous Hi-Crown cast iron 
burners that are guaranteed for life. 
So buy early and buy Dearborn. 
And be ready for your phone to 
start ringing. 


em 


HI-CROWN 
BURNER 


A lifetime burner 
with an unrivaled 
performance rec- 
ord, the Dearborn 
Hi-Crown is so 
efficient, econom- 
ical and trouble- 
free it will never 
warp or burn out! 


The Detrborn Crest is the world’s 
finest unvented gas area heater, 
a standard of quality for the 
heating industry. 


~ Dearborn, 
Get details of Dearborn’s clean-cut selling 


policy from any of these regional sales 
offices: Atlanta, Chicago, Dallas, Los 


Angeles, San Francisco. 


1960 Dearborn Stove Co., Dallas 

















GAFFERS & SATTLER 
Air Coolers 


Five portable air coolers in Gaffers 
& Sattler’s 1960 line feature a new 
Polyfilter with Fram Permachem 
germicidal filter said to kill 99% of 
the bacteria, trap nasal irritating 
pollens, and reduce dust, smoggy irri- 
tants in air. 

No. 800P lightweight spot cooler and 
air purifier has a directional grille; 
1/25 hp, single-speed motor; 149-sq.- 
in. filter pad area; holds water for 
2-4 hour cooling period; can also be 
used without water as a fan. A stand 
is available extra. 

Mark I has 1/20 hp, 2-speed motor; 
15l-sq.-in. filter pad area; easy to 
carry, or can be equipped with metal 
legs at slight extra cost; water con- 
trol valve turns cooler into a big fan 
if desired; back slips out for easy 
pad change; bonderite coated baked 
enamel finish; deep water pan holds 
enough water to cool for 2-4 hrs. 


MARK | PORTABLE AIR COOLER 


Mark III has 1/10 hp 2-speed motor; 
filter pad area of 300 sq. in.; hi-lo 
2-speed cooling or ventilating; hi- 
impact plastic grille. Stand and win- 
dow filler panels optional. 

Mark V has % hp 3-speed motor; 557- 
sq.-in. filter pad area; full-sweep di- 
rectional grille for infinite air flow 
control; uniflow troughs regulate wa- 
ter flow for even moistening action of 
all pad surfaces; can be window 
mounted. Stand has magazine rack. 
Window filler panels optional. 

2200 Air Cruiser has 1/6 hp 2-speed 
motor; 1122-sq.-in. filter pad; cools a 
large room or several small ones; 
may be window mounted if desired; 
multi-directional grille; hi-lo cooling 
or ventilating at turn of knob; holds 
enough water to cool for 3-5 hrs. 

Window mounting Kit-W-265 con- 

tains all parts needed for window 
installation of Mark III or Mark V 
coolers; nominally priced replace- 
ment filter pads are available, packed 
ready to slip into place in cooler; all 
operate on 115 v 60 cycles. 
In addition to the above line of port- 
able air coolers Gaffers & Sattler also 
manufactures a complete line of mo- 
bile home coolers designed for the 
mobile home with new low silhouette 
cabinets; a line of 1966 “full-view” 
window coolers with capacities rang- 
ing from 2000 to 5000 cfm air delivery 
in Ranger and Vanguard series with 
kits for casement window installation 
optional; and a line of bottom and 
side discharge models with permanent 
duct hookup for cooling an entire 
house. 

Features include dynamic blower 
wheels; hi-lo cool control; quik-wet 
aspen; uniflow meters and troughs; 
a water minder to prevent mineral 
buildup; hi-drive belt; no-sag pad 
rack; tubular shaft; open area reser- 
voirs; end Polyfilters treated with 
Fram Permachem. Gaffers & Sattler 
Div., Utility Appliance Corp., 8111 W. 
Beverly Bivd., Los Angeles 48. 
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APPLIANCE TRUCKS 





NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 


Another first from Ronson! 


PRODUCTS 


New! CFL Electric Shaver. Only shaver with 
“Super-Trim”—separate cutting edge to trim side- 
burns, moustache, long hairs. Rated best* of all 
leading electric shavers. Shaves Closest, Fastest, 
with the Lightest touch because of flexible, micro- 


thin shaving head. Suggested retail: $20.00. 


Xonkien 


One year free service on 
all Ronson products. 77 
national service outlets. 


“Certified by York Research Corp. 


Ronson Corp., Woodbridge, N. J. 


Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


EXCLUS WELY THESE TWO FEATURES 


@LL-STEEL RATCHET STRAP 
P TIGHTENER WITH AUTOMATIC 
' STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto- 
matically rewinds the strap in a neat coil, out 
Dk the way and instantly 
reduy for its next use. A real 
time Saver! wae 3 


_ THE ESGORT! 


. FAMOUS 


you to roll 

up and down “eiGies witht 
minimum of time‘and efforts 
A real back saverty E 
SIVE ON THE ESCO) 


WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 


Escort ME 


SOLD ON A MONEY-BACK GUARANTEE! 








MODEL SRT 
Rugged, All-Stee! 
Construction 





ELECTRICAL 


MERCHANDISING WEEK 


Mowers Stall as Spring Comes 


when the 5% excise tax was stepped 
up to cover that width last fall. 
Accessories will continue to be 
important. And not only are rider 
sales, according to the Lawn Mower 
Institute, increasing every year, 
but more firms are producing them. 
The coast-to-coast rundown: 


Boston—The green was just begin- 
ning to appear and larger opera- 
tions, department or combination 
hardware-appliance stores, reported 
good initial results from energetic 
promotion. Prices were steady and 
rotaries by far the most popular. 


Pittsburgh—Business was slow and 
dealers none too enthusiastic. Com- 
plained one dealer: “Mower prices 
are very bad. I can’t expect to make 
$10 on a $70 mower.” Discount 
houses have cut dealer sales. 


Cleveland—Prices were firm, but 
dealers felt it was too early to tell 
anything about prices or sales. Poor 
spring weather has kept sales down. 


Chicago—The situation here was 
calm. R. V. Prochazka of K & M 
Appliances was looking forward to 
another good year with volume up 


CONTINUED FROM PAGE 7 


Richmond—Two largest independ- 
ent appliance dealers here, Railey’s 
and Wards, were shunning the pow- 
er mower field. Late spring was 
holding down sales. 


Louisville—Grass wasn’t grééri 
enough to stimulate sales, but dis- 
tributor Ralph Foster said he had 
begun to ship a few mowers. But 
most dealers say it’s still too early 
to tell how the market will develop. 


Atlanta—Mowers have just started 
moving after a week of sunny 
weather, but not in volume. Prices 
were pretty stable, almost by neces- 
sity because of slim margin. De- 
partment stores and Sears were tak- 
ing the bulk of the market. 


Miami—On eve of selling season 
here, most retailers expected sales 
to be as good or better than last 
year, particularly in top quality 
lines. Believing that prices will be 
firmer, some dealers were upgrad- 
ing lines. 


Dallas—Weather here has _ just 
started to warm up and sales have 
been very light. Appliance-TV deal- 
ers have shown little enthusiasm for 


the field. Several handle what they 
consider the top brands and don’t 
worry about big sales. Main com- 
petition: Supermarkets. 


again. And Polk Brothers was ready 
to do a job with five national 
brands. 


Romney Visits La Belle France St. Louis—Prices were about the 


same as last year. A few dealers 
were using the power mower as an 
account opener and moving them 
fairly well. 


Portland—Power mower sales here 
were “very good,” better than last 
year. Rotaries were going fastest. 
Prices were normally firm. 


GALLIC FLAVOR in the person of a gaily uniformed French Republican Guard 
greeted President George Romney of American Motors (left) and Theodore Boury 
of a Kelvinator licensee as they visited the 1960 Home Arts Show in Paris. 
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WHETHER you are new to selling or have had 
years of experience, this book can show you the 
way to higher income. It reveals the sales tech- 
niques of men who have proven the value of their 
selling ideas in the most convincing manner pos- 
sible—by earning up to $100,000 a year. 

This book covers the entire job of specialty sell- 
ing—from finding the right prospect, planning and 
rehearsing your sales talk, and getting into the 
office or home ... to creating desire for your 
product, selling visually, closing the sale, and 
beating out competition. 


Just Published! 
How To Make 


MORE MONEY 
SELLING 


By William Rados_ | 
Sales Training Consultant { 
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269 pages, 59% x 8%, 
15 Illustrations, $5.95 


No matter how long you have 
to Florida who have replied to our survey and ee ee at ae 
e ° ° ° d no matter what you sell—you 
indicated their tremendous desire to support and can uso the down-to-earth guidance 

in this book to increase your sales 


attend this great live demonstration consumer and your income. These methods 


have worked many times over for 

others and they can do the 

same for you! F selling 
Simply and logically, you learn 

the best ways to build prospect e Your product 


You still have time to be a part of America’s lists, get interviews, handle differ line 

. ° - is ent personality types, answer ques- 
newest city see Electra City, USA, which will have rr S Tn thaestinns, Pr much more. Many successful 
an attendance of over 175,000 consumers from 


Thanks to the thousands of Dealers, Distributors 
and Electrical Housewares Buyers from Maine 


THANKS to the manufacturers of 
Refrigerators, Washing Machines, Dish- 
washers, Freezers, Radio, Television, Mixers, 
Garage Door Openers, Power Tools, Coffee 
Makers, Broilers, Skillets, Intercom Systems, 
Heaters, Air Purifiers and many more for 
recognizing the power of the Electrical Living 
Show, “Electra City, USA”, and buying 

space in same. They represent over 50% of 
our total exhibit space of 85,000 square feet. 


e Your career 
problems 


electrical products show. © Your type of 


sales talks and verbal techniques are given so that 
you'll never be at a loss for words—the right words 
This book can be read quickly and easily But it 
can serve you for life if you apply the ideas in it. Put 


New York City. its practical, easy-to-use techniques into daily use now 


and sell more! 
MAKE YOUR PLANS NOW. $f. een, fi 


-DON'T DELAY ple Wd i 10 DAYS’ FREE EXAMINATION 


America’s richest market... 
We, also, thank the New York News (the 
nation’s biggest paper with a weekly aduic 
readership of over ; illi tho i +) : 
adership of over 34 million) who is exhibit at i 

. , ; All space is being sold on a first 
Thanks to the four national magazines who come, first served basis. 99 proval. In 10 days I will remit $5.95 plus fee 
want to do feature stories on the first Your competitors are there . .. are you? U ee ee Se ee en 

por same return privilege. 


Electrical Living Show. Four magazines that Name 
Address 


NEW YORK COLISEUM, SEPTEMBER 10-18, 1960. City 


Company 


Dept em-4-i8 | 
se 327 West 4ist Street, New York 36, N.Y. 

. Send me Rados’ How to» Make More Money by 
examination on ap 


giving this show their full editorial support. MeORAW-HILL BOOK 68... tae, 


Specialty Selling for 10 days 
s I will remit $5.95 plus few 


reach almost every household in America. 

“~~ 
PRODUCED BY ELECTRICAL LIVING SHOWS, INC., 550 5TH AVENUE, NEW YORK 36, N.Y. JUdson 2-6052 For prices outside U.S 
write MeGRAW-HILL Int'l, 
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Packard Bell Electronics, home 
products division—Gordon W. Smith 
has been appointed district sales 
manager of TV, radio and stereo- 
hi-fi for Northern California. He re- 
places Jack Fletcher, who retired. 


Sony Corp. of America—Anthony 
Dillon has been named géneral sales 
manager for the company. He will 
be in charge of distribution and sales 
of Sony transistor radios in the U.S. 


Dormeyer Corp.—Bernard Dole has 
been appointed manager of the Bos- 
ton sales office. He has been with 
the company for the past two years. 





DISTRIBUTOR NEWS 


Two Motorola distributors have 
been recognized for their outstand- 
ing selling jobs. Harwell Distrib- 
uting Co., Chattanooga, won the 
company’s highest distributor 
award, the P. V. Galvin Distributor 
of the Year trophy. Besides the 
trophy, the award includes a trip 
to Europe or Hawaii for the com- 
pany president, Clyde V. Harwell, 
and his wife. In Los Angeles, Kier- 
ulff and Co. scored three successive 
wins in the company’s ‘Climbers 
Club” contest and thereby won a 
permanent trophy and $2,000. 


The board of directors of W. L. 
Roberts, Inc., Memphis, has two 
new members: W. A. Leatherman 
and William E. Buxton. The men 
were named directors at the com- 





PEOPLE IN THE NEWS 


Norge Division, Borg-Warner Corp. 
—Spencer Rich has been named to 
the new position of director of com- 
mercial laundry equipment sales. 
He will be responsible for sales to 
self-service laundry stores and 
other commercial installations, re- 
porting directly to R. H. Quayle 
Jr., Norge president. 


White Products Corp.—Two special 
sales representatives have been ap- 
pointed for the water heater and 
water softener manufacturer. Ed- 
win A. Roman and Thomas Reeve 
will handle promotions in all sec- 
tions of the country and Canada. 


pany’s annual stockholders’ meet- 
ing. Re-elected to the board were 
William L. Roberts, L. K. Thomp- 
son Jr. and Tim Treadwell Jr. 


Members of Kelvinator’s “Top Ten 
District Managers Council’ have 
been selected for 1960. They are: 
William Brinkman, Chicago; Ray- 
mond . Hart, Greenville, N. C.; 
Claude Hammond, Cincinnati; 
George Kilpatrick, Buffalo; George 
Kutcher, York, Pa.; Walter Ludwig, 
Seattle; Theodore McNamara, De- 
troit; Warren Rome, New Orleans; 
William Vogdes, Philadelphia; and 
Al McLees, St. Louis. 


John H. Cosmar, salesman for 
Graybar Electric Co., New Haven, 
Conn., has been appointed New 
England sales manager for Rock- 
bestos Wire & Cable Co. 





Motorola ‘Record’ Session Trains Men to Sell Stereo 


With the new Motorola stereo 
sales training package, a distributor 
salesman can conduct meetings with 
a flick of the wrist and a turn of 
the turntable. And the whole dem- 
onstration takes no more than 15 
minutes time. 

In the package: A 10-inch record, 
stereo explanation book, meeting 
report forms and a meeting guide 
checklist. 


alers Hear Straight Inside Dope 


All the salesman has to do is 
slip the disc on any motorola three- 
amplifier stero unit. Then three 
voices take over his training job— 
each one of them coming from a 
separate speaker, explained Robert 
G. Farris, advertising and sales pro- 
motion manager, consumer products 
division, Motorola Inc. 

“Initial reaction... 
astic,” he concluded. 


is enthusi- 
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WUE) DOGS 
BLY PROFIT! 


Forced to allow high trade-ins — then to take a loss or 
junk used refrigerators? Here’s a reconditioning program 
recommended by leading refrigerator manufacturers that 
makes used units so attractive with steam cleaning that 
with proper merchandizing they move fast — turn losses 
into profit! 
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STEAM CLEANER 





Flush and dissolve at a blast. stub- 
born grease, grime and molds. Rejuv- 
enate rubber, disinfect and deodor- 
ize inside and out. Clean condenser 
and buff the finish for painting. All 
in a matter of minutes with your 
Century steam cleaner! 






Complete with steam gun, hose, 
rubber tires — ready to go! 


GUARANTEED not for a year, but for one 


FAST — develops 80-100 Ibs. of steam in 90 seconds! 

OIL FIRED — full day’s operation with one filling. Gas model 
available. 

ABSOLUTELY SAFE — Safety pop-off valve, visible steam 
gauge. 

FULLY AUTOMATIC — Just push the start button! 

PRACTICALLY SERVICE FREE 


REFRIGERATOR JOBBERS — Get our profit story! 


Foy) However - SPECIAL DEAL TO 
as REFRIGERATOR DEALERS 


Write for Special Price to Legitimate Dealers 


ELECTRONICS, Inc. 
2000 EAST CHERRY VERMILLION, S. DAK. 










There are 


plue profits 


in Paragon 
appliance | 


a 
you need a Caster X-75 
TWO-PIECE TRUCK 
$6 0° PER PAIR 

including straps 

These rugged all steel, heavily re- 

inforced two-piece trucks are indis- 

pensable for handling tall cabinets that 
won't clear doorways wien tipped. 

Ideal for the largest, neaviest freezers, 

ice cream cabinets, refrigerators, 

ranges, etc. One truck has ball bearing 
swivel casters to facilitate guiding and 
right angle turns. Except on stairs or 


when loading, one man can handle 
Capacity 1500 Ibs 


NO. 102 BALANCE TRUCKS 
Lift and Carry the Load $4700 


The load balances and 
rides- on twe wheels 
—the mover has only } 
to push and guide <-> As J 
Write: 

these and other trucks 




















“HERE’S HOW IT WORKS,” says Harold Reihman, chief industrial engineer for 
Amana Refrigerator Inc., to a group of Florida dealers who visited the Amana 
plant in Iowa for a two-day dealer school. From left to right are: Charles W. 
Starnes, Fort Lauderdale; Ted A. Swigart, Miami; John O. Seekford, Miami; 
Mace A. Harris, Coral Gables; Hal Reihman; Kenny Kline, Fort Lauderdale; and 
Harold W. Hill, Hollywood. 





PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 












from $35.00 up F.0.B 
Findlay, Ohio 


Write for circular on 4 * 
; a4, 


SELF-LIFTING TRUCK CO. 


425 North Main Street @ Findlay, Ohio 
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FINANCIAL REPORTS 


Controls Co. of America—Net sales 
for the fiscal year ended Dec. 31, 
1959, $51,479,513, 42% up from the 
$36,256,435 recorded in fiscal 1958; 
net income, $2,546,819, or $2.06 per 
share of common, compared with 
$1,542,711, or $1.31 a share of com- 
mon, in 1958. 


DeJur-Amsco Corp.—Sales in 1959, 
$12,775,592, an increase of 15.6% 
over the 1958 volume; earnings, 
$607,916, or 98 cents a share, com- 
pared with $511,456, or 82 cents a 
share, in 1958. 


Rek-O-Kut Co., Inc.—Sales for the 
fiscal six months ended Dec. 31, 
1959, $947,147, compared with 
$944,942 for the last half of 1958; 
earnings, about $25,000. 





ELECTRIC 


Hoffman Profits Increase 16 % 


A record. 

In 1959, Hoffman _ Electronics 
Corp. Los Angeles, made $1,990,165, 
bettering its 1958 earnings of $1,- 
712,509, by 16%. 

Per-share earnings in 1959 were 
up too. They jumped from $1.15 in 
1958 to $1.31, marking the sixth 
consecutive year that the company’s 
per-share earnings figure had in- 
creased over the year before. 

Sales climbed to $46,359,832 in 
1959, compared with $39,544,064 in 
1958. That’s a 17% increase. 


Reason for Hoffman’s record earn- 
ings: A growing emphasis on pro- 
duct-oriented research and devel- 
opment, according to H. Leslie Hoff- 
man, president. 


“During the past few years,” he 
explained in the company’s annual 
report, “the company’s fundamen- 
tal objectives and methods have 
been undergoing a change to meet 
the technological challenges of mod- 
ern business.” 

The change, he went on, “is that 
of applying a much greater degree 
of scientific knowledge in the de- 
velopment of products.” 


An example of the success of em- 
phasis on product research and de- 
velopment, the report noted, is the 
company’s Semiconductor Division, 
which more than doubled its plant 
facilities in 1959. Result: The divi- 
sion boosted its sales 60% and its 
profits 44% last year. 
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it’s easy to WIN 
an expense paid VACATION 
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in AKG SQ2Ui(CZO)o MEXICO with 


the 


Right now .. 


uality line 


Gici.e 


. until September 15th, you can win an expense-paid Acapulco 





vacation-business trip for yourself, and others in your organization. Quicfréz 
pays your travel and accommodation bills from October 29 to November 5 — 
7 days, 6 nights at the Hotel Caleta overlooking the blue Pacific. 


It’s easy to win this trip selling Quicfréz because Quicfréz offers so much to sell 
— in product styling, quality, dependability. ..competitive prices. Get all the 
Quic-sell facts today . .. how you can win an expense-paid vacation in Acapulco! 























Upright Freezers 
11.2 to 21.7 cu. ft. capacity 


. 


_ 
\ 


Chest Freezers 


14.1 to 20.5 cu. ft. capacity 


QUICFREZ, INC., Dept EMW 
Fond du Lac, Wisconsin 


Yes! We want to go to Acapulco! 
Rush all-expense trip details. 








Address 





City, Zone, State 





























Recessed Twin Freezer 
6.0 cu. ft. capacity 
































Refrigerators 
9.0 to 13.6 cu. ft. capacity 























Recessed Twin Refrigerators 
7.4 cu. ft. capacity 
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1712 Commercial Street, Dallas |, Tex. 
RI. 7-5117 
LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 
SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 
68 Post Street, San Francisco 4, Cal. 
DO. 2-4600 


CHICAGO 











APRIL 18, 1960 


A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


130 


18.1 


341 


289 


32 


16.6 


133.5** 


19.0 + 


340.6 + 


23.6+ 


64,520 





Preceding 
MONTH 


133 


17.4 


333 331 


295 


31 25 


15.9 


147.8°* 


18.9 + 


335.1 + 


21.9 + 


64,020 62,722 





YEAR 
AGO 


104 


17.4 


288 


94.5 


133.9°* 


17.8 + 


322.9 + 


27.74 


THE YEAR 
SO FAR 


25.0% up* 
(Jon. 1960 vs. 
Jan. 1959) 
4.0% up 
(Jon. 1960 vs. 
Jon. 1959) 


3.0% up 
Jon. 1960 vs. 
Jon. 1959) 

0.3% up 


(Jon. 1960 vs. 
Jon. 1959) 


28.0% more 
(Feb. 1960 vs. 
Feb. 1959) 
18.9% less 
(Feb. 1960 vs. 
Feb. 1959) 


No Change 


6.7% up 
(4th qtr. 1959 
vs. 4th qtr. 1958) 


5.5% up 
(4th qtr. 1959 
vs. 4th qtr. 1958) 
0.4% down 
(4th qtr. 1959 
vs. 4th qtr. 1958) 
2.8% up 
(Feb. 1960 vs. 
Feb. 1959) 








*New index being used. Federal Reserve Bulletin, Jan. 1960. 
*%Figures are for the week ending April 9, 1960 and preceding week (revised). 


+Figures are for quarters 


++Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 16 key products. New figures this week are shown in 


bold-face type. 


DISHWASHERS 





DRYERS, Clothes, Electric 0. 
FOOD WASTE DISPOSERS 
FREEZERS 
PHONOGRAPHS, Monourdl. 





RE Se eae 


RADIOS, Home-Portable-Clock 
(production) 
RADIOS, Automobile (production) 


| ea ence Re 
RANGES, Electric—Stondord... = 


TELEVISION (production) 


POR cencciclotiaienctals 
RANGES, Gos—Stondord... 

ae 
VACUUM CLEANERS 


WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 0... 
WASHER-DRYER COMBINATIONS ; 
WATER HEATERS, Electric (Storage) . 


WATER HEATERS, Gas (Storage) 





1960 1959 % 

(Units) (Units) Change 

Feb. 46,000 39,500 +16.46 

2 Mos. 83,200 75,300 +10.49 
Feb. 69,898 69,422 + .69 

2 Mos. 144,075 148,015 — 2.65 
Feb. 38,469 36,852 + 4.39 

2 Mos. 75,895 16,479 — J 
Feb. 56,300 59,000 — 458 

2 Mos. 108,100 107,500 + 56 
Feb. 97,400 90,600 + 75) 

2 Mos. 150,600 169,400 —11.10 
Feb. 90,854 164,873 —44.89 

2 Mos. 209,254 349,020 —40.05 
Feb. 324,666 188,750 +12.01 

2 Mos. 665,995 366,086 +81.92 
Week Apr. 1 196,879 159,226 +23.65 
13 Weeks 2,597,789 | 2,230,805 +16.45 
Week Apr. 1 103,680 104,090 - a 
13 Weeks 1,862,963 | 1,364,028 +36.58 
Week Apr. 1 121,039 11,563 + 8.49 
13 Weeks 1,572,685 | 1,389,554 +13.18 
Feb. 302,400 306,200 — 1.24 

2 Mos. 569,100 562,400 + 1.19 
Feb. 83,500 86,000 — 2.91 

2 Mos. 150,900 165,200 — 8.66 
Feb. 59,700 48,600 +22.48 

2 Mos. 105,800 90,200 +17.29 
Feb. 136,400 133,000 + 2.56 

2 Mos. 247,300 262,400 — 5.16 
Feb. 22,600 19,400 +22.84 

2 Mos. 45,200 38,700 +16.80 
Feb. 294,483 271,396 + 8.51 

2 Mos. 552,813 513,912 + 1.57 
Feb. 222,463 228,955 — 2.84 

2 Mos. 425,406 452,848 — 6.06 
Feb. 61,177 68,871 —11.17 

2 Mos. 112,799 133,469 —15.49 
Feb. 16,381 20,586 —20.43 

2 Mos. 30,345 37,508 —19.10 
Feb. 60,500 75,50€ —19.87 

2 Mos. 109,200 138,200 —20.98 
Feb. 213,800 259,700 —17.67 

2 Mos. 429 300 525,900 —18.37 














Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 








AND DRYER SALES UP 35.9% . 
WHILE INDUSTRY SALES DECLINE 


* TRUE Over. 


ABC LAUNDRY PRODUCTS 


FIGURES OF 


ABC-0-MATIC WASHER 





... because ABC-O-MATICS let you sell top-of- 


the-line features at bottom-of-the-line prices! 
This means saved sales, extra sales for you! 


When customers come to your store pre-sold 
on deluxe washer features but with a wringer- 
washer pocket-book ... save the sale with this 
ABC-O-MATIC with all these top-of-the-line 


features for only $189.95 or less... 


e BLEACH 


e SPIN-AIR 
DRYING 


°GEARLESS DRIVE 


sER 


G 


FLow 





*Oct., Nov., Dec., 1959, and Jan., Feb., 1960, vs. same period, 1958-59 


Step up your sales... Switch ’em to ABC 


American Motors Corporation + Detroit 32, Michigan 


Automatic Washers + Gas and Electric Dryers + 


DIVISION 


ABC Laundry Products Division, Dept. 418 
American Motors Corporation 


Detroit 32, Michigan 


Piease send information on the new ABC Franchise. 


NAME 


COMPANY 


STREET 


Wringer Washers 


THE WEEK e 29 











30 ¢ FIGURES OF THE WEEK 





sell the dishwasher with 
the big difference 
for Mother’s Day 


only Westinghouse Roll About 
needs no installation 
and heats its own water to 140° 


before dishwashing begins! 


HERE'S THE BIG DIFFERENCE. Only Westinghouse Imperial Dishwashers have the built-in Hot 


Water Booster heater that guarantees 140° hot wash and final rinse water. And your customers 


know the hotter the water the cleaner the dishes! 


HERE'S THE BIG WESTINGHOUSE MOTHER'S DAY CAMPAIGN designed to put you in the dishwasher 
business in a big way, with a complete step-up line of Roll About Dishwashers + National 
\dvertising Support: Westinghouse Desilu Playhouse network TV, Saturday Evening Post, 
\merican Weekly + Local Key City and Co-op Support « Retail Salesmen’s Home Owner- 


ship Program + Sales-closing Washing Action Display. 


HERE'S YOUR BIG OPPORTUNITY. Contact your Westinghouse Distributor today. Make sure 
you're set to tie in and cash in on this profit-making program. 
Another Reason Why 


THE BIG ERMA swine Is TO WESTINGHOUSE £22 


Westing»ouse Electric Corp, Major Appliance Division, Columbus, Ohio 





ELECTRICAL MERCHANDISING WEEK 


TAKIN G STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 

















Stock Prices 

























































































STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 
Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler | 

Decca Records IXD 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 2 
General Elec. 2 
General Motors 2 
General Tele. 2.20 
Hoffman Elec. .60 
Hupp CP. 34F 
Magnavox | 
Maytag 2A 
McGraw-Edison 1|.40 
Minn. Mining & Mfg. 1.60 
Montgomery Ward 2 
Monarch 1.20 
Motor Wheel | 
Motorola 1.50 
Murray CP 

Philco 4G 

R.C.A. 1B 
Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .10E 
Smith A. O. 1.60A 
Sunbeam 1|.40A 
Welbilt .10G 
Westinghouse 1|.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .30G 

Century Elec. '/ 

Du Mont Lab. 

Herold Rad. 

lronrite .20 

Lamb. Ind. 

Muntz TV 

National Presto 


Silex 


MIDWEST EXCHANGE 
Knapp-Monarch 

Trav-ler Radio 

Webcor 





32 
FEB FEB WAR MAR MAR MAR APR APR APR APR MAY NAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY AUG 
22a 7 4 a 4 tt 8 ek 8 


6 3 30 6 1 20 4¢ HO OS I 


CLOSE | 
APR. 4 | APR. II 


CLOSE NET 
CHANGE 


207/g 20% 
25'/4 26%, 
22%, 245 
403% 40!/2 
359% 
379% 
52%, 
26%, 
40%, 
13% 
19 

43% 


[tet ttteett | +++! 


}++] 4+] + ++4+4++ 


Poel +t 





+| +] +++ 





7/2 
10 








A—Also extra or extras. B—Annua plus stoc 
Jend. E—Paid last year. F—Payable in stock dur 
tribution date. GS —Dec area or paid so tor 


value on ex-dividend or ex-distribution date. 


red or paid in 1959, plus 
asn va n Jiviad 


ue ex io x-d 
stock during 1958 estimated c 





ANALYSIS: Active trading char- 
acterized the market last week. Al- 
though many welcomed the mar- 
ket’s good showing as the begin- 
ning of the “straightening out” 
period, others were inclined to look 
upon the fairly sharp upturn as due 
to technical considerations only. 
EM Week’s 52 key stocks fared well. 


The average was up % of a pt. and 
although this is not too large a gain, 
the fact that only 14 issues declined 
over the week-long period is en- 
couraging. Biggest gainers were 
Minn. M&M at 6%, Westinghouse 
at 3%; General Tele. at 3% and 
Raytheon at 25%. Motorola, after 2 
weeks of big gains, dropped 6% 





APRIL 18, 1960 : 


NEW LOW-PRICED 
ELECTRIC RANGE 


tor volume sales during 


“EAMILY SAVINGS DAYS”’ 


national promotion 





ee ee Your family will love our family of home appliances 
zy is om 
"i * . 


i 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


er Radio Corporation of America 





ELECTRICAL MERCHANDISING 


e answer for every 


of: 


MODEL 142 

For the woman who wants 
to be “boss” 

Model 142 lets her wash any- 
thing washable exactly the 
way she wants it washed. She 
decides every phase of every 
cycle, for herself. 

There’s a button for slow 
agitation and spin speed; and 
one for regular speeds. Two 
buttons are labeled “SAVE 
suDS” and “DRAIN supDs.” She 
has a pushbutton choice of 
“COLD,” “WARM,” or “HOT” wa- 
ter temperatures, as well as a 
choice of “Low,” “MEDIUM,” 
and “FULL” water levels. 

And, of course, Model 142 
offers the Automatic Bleach 
Dispenser that knows exactly 
when to add the bleach. 








MODEL 160 
For the woman who wants 
utter simplicity 
Here is the automatic that’s 
self-controlled—makes all the 
right decisions at the push of 
a single button. No dials to 
turn. No charts to learn. 
One button does all this: 
Selects the correct water level, 
washing temperature, wash- 
ing time, and agitation speed; 
rinsing temperature and time; 
even the'§peed of the spin—for 
the type of load she puts in. 
There is a button for every 
type of load she'll ever have to 
wash. There’s also a button 
for rinsing things separately, 
and a button for spin-drying 
separately. 














MODEL 340 

For the woman who 

wants the convenience of 
washing and drying 

in one operation 

The Right Combination 
Washer-Dryer — She can press 
two buttons, turn the dial, and 
washday is over. 

The right combination of 
features is here, too. Auto- 
matic Bleach Dispenser, Auto- 
matic Water Level Control, 
Automatic Rinse Conditioner, 
choice of drying temperatures 
and times, De-wrinkling Cycle, 
Time Chime Signal for wash 
’n wears. Only 34” wide. All 
these features, plus the 
one that makes them work: 
Maytag dependability. 

















WEEK 


line prospect is here: 


The Maytag Company, Newton, Iowa 


The best answers for your best prospects come from... 


AY TAG 





